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Featuring beautiful new 
styling in both the 48-inch sink and free- 
standing models, the only dishwasher 
that super-beats its own water to 175 
now offers Apex dealers still another 
exclusive: remarkably silent operation. 
(1) All moving metallic parts are cush- 
ioned in rubber mountings; (2) The 
heavy-duty motor was developed speci- 
fically for silent, efficient operation of 
the DISH*A*MATIC; (3) The tub is 
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sprayed with sound-deadening material 
—for minimum water noise and maxi- 
mum heat retention. In addition—the 
DISH*A*MATIC now has a Monel 
metal hot water tank which assures a 
lifetime of use. Ask your Apex distrib- 
utor for details on the DISH*A*MATIC 
—the dishwasher with all the features 
that women want. Don’t miss this oppor- 
tunity to tap an entirely new source 
of profitable volume! 


Only Apex dealers have a complete 
line of homecleaners, washers, ironers, 
dryers and dishwashers... with one 
name to promote, one brand to stock, 
one source from which to buy. Con- 
centrate on Apex...The Profit Line. 
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The Dishwasher that’s Easiest to Sell! 


DISH: A> MATIC 


Proved in thousands of 
homes— DISH-A-MATIC 
gets dishes , pay 
hygienically clean — at 
germ - killing tempera- 
tures. Heats and keeps 
water at 175° in its 
own built-in tank. White 
vinyl-coated racks pre- 
vent dish breakage, elim- 
inate dish rattle. The 
perfect product for live 
demonstration selling! 





it's Better 
2 Ways! 


THE APEX ELECTRICAL MANUFACTURING COMPANY 
CLEVELAND 10, OHIO 


WASHERS 


AUTOMATIC 
ORYER 


FOLD*A*MATIC 
IRONER 
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Specially designed for simple, 
nomical installation in wood or mee 
continuous work surfaces and custo 
built cabinet tops. Control panel 
be mounted on wall surface, spl 
panel or front of cabinet. Identical ® 
dishwashing unit in sink or free 
standing model. 
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The Cover... 


Carol singing, portrayed by the 
three cherubs on our Cover, a Holi- 
day custom handed down by our 
forefathers, is still practiced in 
many towns and villages through 
the land. It is a simple and sincere 
way to express the Season’s Good 
Wishes for Happiness and Pros- 
perity to all our friends, 


Kodachrome—H. Armstrong Roberts, 
Philadelphia, Pa. 
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make a Partnership 


Westinghouse can’t go it alone any more than an appliance retailer can make 
a lasting success with unknown, short-line, off-brand merchandise. 

A great name like Westinghouse in electric home appliances teamed up 
with your name in your town is bound to result in greater sales and bigger 
earnings for both of us next year and for years to come. 

What better time than the beginning of a new year to discuss such a 
‘Partnership for Profit’. Just phone or write your Westinghouse distributor 


and he’ll give you the whole story. 


WESTINGHOUSE ELECTRIC CORPORATION 
Appliance Division ° Mansfield, Ohio 
TUNE IN Ted Malone, every day Monday through Friday, ABC Network 


SEE Studio One, the new Television Show every week 


OF COURSE... 
IT’S ELECTRIC 





Mt tips the Scale 
\, on many a Sale 
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Extreme Thermal Shock—far more severe than ever en- 
countered in actual service—has no effect upon the glass 
surface on the inside of a “ Permaglas’’ steel tank. Alternately 
pouring scalding water and ice water on the head from a 
Permaglas Water Heater is dramatic proof you can demon- 


You can DEMONSTRATE 


this built-in protection 
against tank rust ! 


The A. O. Smith Permaglas Water Heater is the first automatic 
water heater that you can actually demonstrate. 


The Thermal Shock Test, pictured at the left, is just one of the 
convincing tests that you can demonstrate to your customers. All 
you need are a few simple props: A glass-surfaced tank head 
(from the Dealer “Head and Mallet” Demonstration Set), a 
kettle of boiling water, and a pitcher of ice water. This and other 
tests are positive,understandable proof that Permaglas Automatic 
Water Heaters will not crack or chip under use conditions. They 
are fully guaranteed by A. O. Smith. 


Permaglas Water Heaters have built-in protection against rust 
—engineered for long life—because glass cannot rust. 


Alert Dealers 
Display This Emblem 








Strate to your customers. 


The special tank of the Permaglas 
Automatic Water Heater is the No. 1 
reason that “Permaglas” is first in com- 
pletely satisfactory hot-water conven- 
ience ... first in completely satisfied 
customers. 


“Permaglas” leads in style, too, with 
all controls enclosed...the handsome, 














A. 0. SMITH CORP. 
Dept. EM-1249 
Water Heater Division 
Kankakee, Illinois 


Tell us how we can make 


more money with “Perma- 
gias,” the water heater 
that can be demonstrated. 
No obligation. 
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AUTOMATIC WATER HEATERS 





sturdy pyramid base... all pipe con- 
nections at the rear. High Temperature 
Limit Control is standard equipment 
on electric models at no extra cost. 


It will pay you to know ALL about 
“Permaglas” and all about today’s great 
“Permaglas’” profit opportunity. Send 
the coupon, now! 





Atlanta 3 « Boston 16 Chicago 4 
Clayton 5,Mo. « Dallas 1 
Denver * Detroit 2 * Houston 2 
Los Angeles 14 + New York 17 


San Francisco 4 ¢ Pittsburgh 19 





San Diego! « Seattle! « Tulsa3 
International Div.: Milwaukee 1 
Licensee in Canada: 


- 
| 
| 
| 
| 
| 
| 
Midland 5, Tex. « Philadelphia 5 
| 
| 
| 
John Inglis Co, Lid. 

















Upright-round models ... New Table-top 
models ...in sizes for all home needs 
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THE NATIONAL APPLIANCE AND RADIO PICTURE 


Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 


THE EAST 


By Robert W. Armstrong 





HE steel 

strike _ still 
had not affected 
appliance supplies 
of eastern deal- 
ers by early No- 
vember. Retailers 
reported that 
many items—re- 
frigerators, wash- 
ers, toasters, mix- 
ers, television, 
even radio—were in short supply, 
but most recognized these as hold- 
over shortages from summer pro- 
duction cut-backs and a recently 
increased demand. 

Wholesalers had a slightly differ- 
ent story to tell. “We have only 
just begun to feel the effects,” said 
one Philadelphia distributor, report- 
ing that one washer manufacturer 
had been forced to give him units 
minus one part. Few if any appli- 
ance deliveries were being made to 
distributors and when warehouse 
stocks were gone dealers would 
begin to feel the pinch. Some were 
already on allocation. Long Island, 
N. Y., merchants, for example, re- 
ported they had been put on an 
allocation basis for four different 
makes of washers. And two other 
producers had discontinued deliveries. 
But there were still enough units 
in dealer and distributor stocks to 
supply customers for a while. 

Credit Paradox. Although dealer 
supplies were not yet seriously af- 
fected by steel, the ability of con- 
sumers in some areas to get credit 
was. Dealers in industrial areas like 
Buffalo were afraid of layoffs and 
consequent inability o meet pay- 
ments and were tightening up on 
credit. Yet many of them, particular- 
ly smaller merchants, were putting 
heavy emotional emphasis on liberal 
time payment terms. 

TV Typhoon. Radio and tele- 
vision manufacturers were better 
off, steel-wise, than the appliance 
manufacturers, because they don’t 
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isn’t very difficult, according to one 
Long Island dealer who said, “All it 
takes is a good knowledge of the 
product, a willingness to fully guar- 
antee performance, and, most im- 
portant, genuine enthusiasm in the 
sales story.” 

As for radio, most dealers were 
not fooled by what at first glance 
looked like a tremendous increase 
in demand. Skeptically, they said 
that the shortage was one of pro- 
duction. However, two upper New 
York State dealers declared that 
radio sales in October were run- 
ning ahead of 1948. In Boston, radio 
sales were reported as spotty, but 
portables were selling well and one 
dealer was doing a good business 
in radio-phonograph combinations. 
Dealers in Washington admitted 
that radio sales were better than 
anticipated. A Brooklyn, N. Y., 
dealer said that he was satisfied with 
radio sales, which he described as 
“steady, although only about 25 
percent of last year’s volume.” In 
New York a distributor described 
the radio sales increase as “a sleeper. 
We now have too many on order 
to fill before Christmas.” 

Uphill Slide. The saddest part 
about the steel strike was that it 
came at a time when sales were defi- 
nitely on the upgrade. Even with an 
early settlement it is inevitable that 
there will be a lag in production. 

Meanwhile, dealers all over the 
East reported that October sales of 
nearly everything improved over 
September. Two Washington dis- 
tributors reported that range sales 
were up 20 to 25 percent and that 
inventories were nearing the bottom 
of the barrel. Two Washington re- 
tailers found refrigerators and small 
appliances moving at an increasing 
rate, with, of course, little chance 
for inventory replenishment. Long 
Island dealers were happy over suc- 
cessful kitchen cabinet promotions, 
substantially aided by price cuts as 
high as 20 percent. 

Philadelphia, too, reported sales 
climbs in kitchens, TV, and washers, 
called refrigerator and range sales 
“good.” One dealer there picked out 
electric housewares as outstanding 
sales-wise, predicted a big yearly 
total. 


Lower Terms. Rhode Island deal- 
ers called an improved employment 
situation a shot in the arm to busi- 
ness, said some sales were helped 
by coin meter plans and the return 
of lower credit terms. In Connecti- 
cut dealers were well pleased with 
sales to date, revealed new con- 
sumer interest in automatic wash- 
ers and ironers, and found that re- 
newed sales effort was boosting 
vacuum cleaner sales. 

And Christmas? Christmas, most 
dealers agreed, would be a wonder- 
ful business season—if there was 
enough merchandise. As early as 
late October one New York dealer 
was bewailing the shortage of elec- 
tric trains. To him, as to others, it 
looked as if Santa would have a lot 
of customers—but a light pack. 
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‘THE MIDWEST 


By Tom F. Blackburn 





Jo DOAKES, 
who has a nest 
egg but doesn’t 
want to spend it if 
he is going to be 
tossed out of work 
in the near future, 
is a little alarmed 
over the repercus- 
sions of the strike 
in the Middle West. 
Result is, he’s 
slowing up a bit in buying appliances. 
He’s buying more on the no-money- 
down, meter plan if he can, which 
doesn’t take any cut out of the bank- 
roll. 

The steel and coal strikes have been 
slackening business everywhere in the 
Middle West. They are just as scared 
of what it will do to them in Three 
Rivers, Mich., as they are on Chicago’s 
south side.- For practical things, such 
as washers—with which you can take 
in washing and earn a living if you are 
out of a job—have not been affected 
as much as the luxury stuff. Heaters, 
which you have to have to keep warm, 
have been going right along. 

There is peril to firms whose pay- 
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pected it to rise to $12 billion, which 
is somewhat extreme. The sudden gen- 
eral turnup in business (before the 
steel-coal strike) he said, was due 
to the $3 billion being given to ex- 
servicemen this coming year as a re- 
bate on their insurance, and to a feel- 
ing that with money depreciating it 
might be a good idea to put the family 
hoard into tangibles. 

Trade-in Trouble. That the trade- 
in business on refrigerators is more 
than a slight headache is evidenced 
by the passing out of the rebuild- 
ing picture of a centralized firm 
in Chicago which a year or two ago 
promised to do big things in taking 
trade-ins off dealers’ hands and re- 
building them and making them sale- 
able. Too much space, capital and in- 
ventory were needed and tied up with 
dealers only wanting to buy these 
trades in April, May, June, July and 
August when they could dispose of 
them easily. Inasmuch as it takes some 
time for a rebuilding and refurbishing 
outfit to go over these boxes they had 
to hold their inventory through the 
winter. When demand for used refrig- 
erators dropped after new models 
came on the market, the dealers still 
wanted high prices for their old stuff. 
When they were offered $10 or $15 
for these old jobs they threw up their 
hands. 

The trade-in refrigerator business 
is now too spotty and refrigerator val- 
ues are now down to a point where 
it doesn’t pay to take them and re- 
build, say these experts, as they can’t 
get a resale price high enough to cover 
cost of work done. Probably half of 
the trade-ins taken by this central 
rebuilding outfit were sold to Negroes. 
With a growth of 42 percent in the 
Negro population in Chicago in the 
last ten years—there are now consid- 
ered to be a half-million of them in 
Chicago—this is a pretty good market. 

Only solution for the trade-in prob- 
lem, thinks this former rebuilding 
organization, is for the manufacturers 
to get together and sponsor some serv- 
ice organization in a city to do a com- 
plete overhaul of these trade-ins. It 
takes around $15,000 in tools and 
equipment for this kind of work, and 
the dealers sending in their stuff would 
have to lay down the cash and take 
the boxes back as they were rebuilt. 


pam ; . , roll gets down to three days a week. Tie-in Trials. Tie-in sales have 
use as much, but they, too, were If it weren t for the strikes, we'd At that point, the experts have found, come close to demoralizing the mar- 
caught in the middle of a shortage, beat last year’s figures,” said Buf- the help starts drifting away. In indus- ket for food freezers in the Middle 


resulting from an upsurge of de- 
mand which assumed the propor- 
tions of a typhoon for TV and at 
least a good-sized wave for radio. 
Like the appliance manufacturers, 
they had been caught with their pro- 


falo, N. Y., dealers. One merchant 
there said, “Our refrigeration busi- 
ness is off, but washers are triple 
a year ago. We sold $1,800 worth 
of wringer washers in a single day 
without even advertising. Range 


tries located in small towns, families 
move away, and can’t be replaced when 
a turnup comes. 

All in all, this feeling of fright is 
what helps to explain the no-money- 


West. The way it works is this. A 
manufacturer of—say tractors—insists 
that his dealers take so many freezers 
in order to get tractors. They know 
nothing about selling them, and dump 


} " f ever g down deal popularity. them at cost. Result is a demoraliza- 
duction down, but were working business is slightly ahead.” Another The sight of an appliance manufac- tion of food freezer sales throughout 
furiously to catch up. One New dealer in the same city found re- turer calling in an economist from a the neighborhood. When this happens 


York distributor declared that Octo- 
ber radio and TV sales were way 
ahead of September, attributed the 
spurt to a return of good programs, 
the end of daylight saving time and 
lower prices. “Dealers are placing 
tremendous orders,” he said, “and 
we can only supply 25 percent.” 
Opening of new TV areas in the 
West and South was draining away 
supplies which would normally have 
gone to eastern dealers and com- 
pounded the shortage, forcing many 
Tetailers to turn to lesser known 
brands to fill in inventory gaps. This 


frigerators off too, agreed that 
ranges and washers were doing 
well. 

Boston Edison was rubbing its 
hands over total sales of 5,000 elec- 
tric ranges as compared with 3,000 
in the same period of 1948. The 
utility’s free-wiring campaign had 
paid off. Eastern Massachusetts 
dealers said washers were selling, 
but expressed dissatisfaction over 
margins. The same merchants said 
refrigerator sales were good, with 
shortages developing among larger 
units. 


bank to give them the lowdown on the 
business situation is new in these 
parts. 

Twenty years ago there were only 
two unknowns—the “x” that stood 
for where to find the customer and the 
“x” that indicated where he was to 
find the money. At any rate, this bank 
economist told one of the biggest out- 
fits in the business that there was 
about $94 billion outstanding in in- 
stallment credit, which was fairly nor- 
mal, But within the next six months, 
under the no-money-down and meter 
selling stuff that is going on, he ex- 


with two or three manufacturers, local 
dealers just simply fold up and quit 
trying to push the item as they can’t 
compete with the give-aways. 

ELECTRICAL MERCHANDISING knows 
of a dealer who sold 30 food freezers 
last year, and this year has moved but 
three—thanks to the fact that he can- 
not buck this kind of competition. 
Victims of the tie-in sale don’t like it 
either, because they have to make two 
sales, one at no profit, in order to get 
out from under. 

The Christmas catalog of a mail 

(Continued on next page) 
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DEVELOPED AT THE REQUEST 
OF RETAILERS AND 
WHOLESALERS FROM 
COAST TO COAST. 


ASSURES YOU LARGER 
PROFITS — HELPS OFFSET 
YOUR PRESENT INCREASED 
SELLING EXPENSES. 


ONLY 





GIVES YOU ALL 
THESE SELLING 
ADVANTAGES: 


i Uniform National Pricing 
2 A model in every price class. 


3 Exclusive Features 


THIS VALUABLE FRANCHISE 
MAY STILL BE AVAILABLE 
IN YOUR TERRITORY — 
WRITE OR STOP AT VOSS 
DISPLAY, MORRISON HOTEL, 
CHICAGO, JANUARY MARKET 


ywOSs 
Time Tested 
Since 1876 


As wees 


PLAN! 




















THE NATIONAL APPLIANCE: AND RADIO PICTURE 





order firm is always a tipoff to what 
it thinks is logical, and hence a good 
index to the dealer. Sears Roebuck & 
Co. jumps into mail order television 
with its Christmas flyer. A portable 
TV set is reduced from $149.95 to 
$119.95. A 10-in. table set sells for 
$169.95, in walnut, $179.95 in ma- 
hogany. A 124 in. picture tube set 
comes to $209.95. Customers are asked 
to specify the distance they live from a 
television station. Sears offers four 
optional contracts for installation: In- 
door antenna and 90 days service 
comes to $23.95; indoor aerial and one 
year service, $33.95; outdoor antenna 
and 90 day service, $54.95; outdoor, 
plus full year’s service, $64.95. 

A record player is featured at $94.95, 
a three speed outfit at $119.95. Plastic 
table model radios range from $9.95 
to $37.50. Packages of records are 
featured. 


THE SOUTH 


Py Amasa B. Windham 





J UST how hard 
did the coal 
and steel strikes 
hit appliance busi- 
ness in the South? 
October sales fig- 
ures provided the 
answer. Seven 
states saw  busi- 
ness drop off con- 
siderably from the 
September volume 
—Alabama, Georgia, Mississippi, 
Kentucky, Tennessee, Virginia and 
West Virginia. Trade remained 
steady in the Carolinas, Arkansas 
and Louisiana, while the only really 
bright spots seemed to be Texas 
and Florida. John L. Lewis and 
Philip Murray did what all the 
calamity howlers, viewers-with- 
alarm and pessimistic prognostica- 
tors haven't been able to do all year. 

Birmingham, which has been a 
business pacer all year, was hardest 
hit. Dealers there advertised for 
miners and steel workers to come 
in and buy, then pay when they 
were able. Such appeals didn’t help 
much. As this report goes into the 
typewriter, both wholesalers and re- 
tailers have a gloomy outlook. One 
of Birmingham's oldest distributors 
predicted that even if the strikes 
were settled at once, their effects 
would be felt on into the first quar- 
ter of 1950. 

Other Areas Hit. Atlanta felt the 
sag, as did Memphis and Richmond. 
After five consecutive months of 
sales which exceeded the corre- 
sponding months of 1948, Nashville 
and Chattanooga finally fell below 
the mark. Louisville, which has 
done an exceptionally good business 
in conventional and automatic wash- 
ers all summer, also noted a de- 
crease. 

As pointed out, however, Florida 
dealers, particularly those on the 
east coast, were doing all right. Car- 
loads of refrigerators—not enough, 
though—moved into Jacksonville 
and right across the counters. One 
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big dealer there had even revived 
his wartime waiting list. In the 
Miami area, refrigerators and ranges 
were up approximately 10 percent 
in October over peak 1948 sales 
West coast dealers didn’t do such 
a shining business, but were holding 
their own. One reason for the good 
business in Florida undoubtedly was 
the fact that a three percent sales 
tax was due to be slapped on by 
the state on Nov. 1 and dealers 
urged customers to buy before the 
deadline. Reports indicated the buy- 
ing public was taking the advice. 

Ranges in Texas. Texas bene- 
fited from promotions and sound 
selling. The Dallas Power & Light 
Co. launched a five-year promotional 
campaign to help manufacturers, 
dealers and distributors “put 13,- 
500 more electric ranges in service 
in Dallas by 1954,” according to 
P. M. Rutherford, advertising man- 
ager. The utility will spend more 
than $40,000 on the promotion dur- 
ing the remainder of this year. To 
build enthusiasm and sales, the 
company offers a cash bonus of 
$2.50 for every electric range sold 
to one of its customers. In Houston, 
selling has kept pace with building, 
which is still going on at a terrific 
clip. Equally encouraging reports 
come out of San Antonio, Beaumont 
and Austin. 

More Television. Around mid- 
October, Jacksonville, Fla., became 
the 13th big southern city with tele- 
vision. Dealers went right to work 
selling sets. One of the city’s larg- 
est department stores has devoted 
a big area of its main floor to a 
television department and _inde- 
pendent dealers splurged on giant 
displays. Special editions of the daily 
papers carried a TV section and 
other factors got the introduction 
off to a bang. Nashville and Nor- 
folk seem to be the next southern 
cities in line for television. Except 
in the strike-hit areas, the sale of 
video sets moved at a better pace 
than in any other month of the year. 

Next to refrigerators, laundry 
equipment was the month’s best 
seller. Both automatic and wringer 
type washers sold well in nearly 
every southern state. Ironers had 
a better sale than usual and even 
electric clothes dryers moved han- 
dily. Water heaters, slightly off 
during the summer months, again 
began to click on the sales list. 
Electric housewares maintained the 
improved pace begun in late August 
and continued through September. 
The sale of these smaller appliances 
got boosts from a regular rash of 
promotional meetings staged by 
home demonstrators for several 
utilities. “Meet Your Electrical 
Neighbor” parties, “Electrical Fairs” 
and similar promotions were held in 
scores of communities throughout 
October and drew thousands. 

Elastic Terms. Appliance buyers 
were offered almost any terms they 
wanted. These offers ranged from 
no-money-down and 24 months to 
pay, to those offered by the stand- 
patters who have always insisted 
on 20 percent down. The slight taste 
of price cutting which several south- 
ern cities got back in July and 
August seems to have vanished en- 

(Continued on page 10) 
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A FORCED AIR HEATING SYSTEM 
FOR MOST OIL HEATERS 


SUPERFAN fits under oil heaters. (See 
illustration at left.) Provides oil heater 
(| emma users with forced air warmth. Pays for 
itself because it saves up to 25% on fuel 
bills! Increases warm air circulation up 
to five times! Forces warm air through- 
out entire house. These are advantages 
Q that every oil heater user wants. These 
are advantages that only SUPERFAN 
ives. Is it any wonder that SUPER- 
AN is a big winter seller for dealers! 
A special SUPERFAN winter promo- 
tion has been developed that assures 
ood volume and big profits for the 
ome It is a plan that has been tested 
and proved to be a money-maker for 
dealers. Send coupon today for full 
money-making details. 























v rDrlie DDAATL? 
A ERE'S PROOF! READ WHAT 

a4 

ei TYPICAL Superfan 

4 CL J 

TCE DEALERS SAY... 


SOLD 280 SUPERFANS LAST WINTER. “Tony” Christenson of Christen- 
son Appliance Store, Ames, Iowa, has this to say: ‘‘Received my first ship- 
ment of SUPERFANS late in August of 1948. They sold fast all through 
the winter months to users of oil heaters. Definitely one of the better win- 
ter items in my store.” 


SOLD 100 SUPERFANS LAST WINTER. Martin Lande of Lande Brothers’ 
Hardware, Lake Mills, Iowa, makes this report: ‘“‘Last winter we sold 102 
SUPERFANS. It doesn’t uire very much sales effort to sell a SUPER- 
FAN to an oil heater user. Every customer well satisfied.”’ 


60 SUPER FANS SOLD LAST WINTER. John Jungas of Jungas Brothers’ 
Hardware, Mountain Lake, Minnesota, has this to say: “SUPERFAN is 
a wonderful winter seller. Almost every oil heater user is a prospect.We 
sold 60 last winter without any great sales effort on our part. A real sales 
booster.” 
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HAS DOZENS OF USES! 
































AMERICA’S MOST VERSATILE AIR 
CIRCULATOR 


It is the all-pu air cir- 
culator that sells all year 
‘round. Use it in summer 


for cooling pur, — use 
it any time ioe drying 
floors, etc.—makes won- 
derful portable heater in 
winter (with new “snap- 
on” Heating Attachment) 
—safe, no dangerous fan 
blades to nip fingers or tear 
clothing. 





A PROVEN SALES PLAN 
THAT ASSURES YOU 
OF QUICK PROFITS 

SEND COUPON TODAY! 


| 
| 
| 


_—— 


To: QUEEN STOVE WORKS, INC., Dept. E12 
Albert Lea, Minnesota 


Rush at once full details about the big money-making Winter sales 
promotion on SUPERFAN. 


We are a dealer |_| a distributor [_| 





Firm Name_— ae ee ee Fe ae 
Address eee se Se ee —— 
ee 





By (name) 
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% yOu Want fo know... 


— 


what | really want for Christmas 
is a GLADIRON! 
























More women use the THOR GLADIRON than any other ironer. 
More women want it, too. It's the gladdest gift you can give! 


She'll feel like a million-heiress with a Thor Gladiron for 





Christmas. No more back-aching, back-breaking ironing days— 
no more hours of standing and lifting! With a Gladiron she just sits and SS 
bosses the job—her wonderful GLADIRON does the work. 50 
And don’t think giving the Gladiron is going to cost you a fortune! 


It’s America’s biggest-selling ironer—mass produced 
so it’s half the price of other full-size ironers. Let fASY TERMS 
your Thor dealer show you how much a Reg. U.S. Pat. Of. 
Gladiron can do for Her. You'll want to ae 
give it to her right now—but it’s more 
fun to wait till Christmas. 





THOR CORPORATION 


2115 South 54th Avenue, Chicago 50 
Phone LAwndale 1-0388 





eI A meee 
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. . . one of the Hottest Gift Promotions in 
the major appliance field! 


td . 
’ 


m.. THORS SENSATION 


No doubt about Gladiron’s great gift 
appeal! Just look at the record! Last year’s 
Christmas promotion more than tripled Gladiron 
sales. Gladiron is a big gift—priced right for 
the big Christmas market. Feature Gladirons 
... you'll make big money when you do. 


Look at this Special Window 
yand Floor Display Material! 


, 


oe Morty! Christmas wall banners . . . roll 
Semiee@laycards 1... price tags .. . and 


> 
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Here are only a few of the many reasons why 
CHROMALOX ‘‘Supreme” Units are first choice! 


CHROMALOX Units are scientifically de- 
signed for maximum contact heat and maximum 
radiant heat which make possible faster cooking 
speeds and utmost operating economy. The 
separately replaceable inner and outer coils, 
made with Inconel, are anchored by an exclu- 
sive method which permits free lateral expansion 
and contraction during heating and cooling 
cycles so that CHROMALOX Units stay flat 
permanently. 


CHROMALOX Adaptor Rings are superior too 
when it comes to fitting range-top openings. 
With a few Standard Units and a small 
supply of Adaptor Rings, you can quickly fit 
all electric ranges regardless of the diameter 
of the top openings . . . you need only a screw- 
driver and pliers. 








Cin ROM/ALOX 


‘Eloctuice Cooking at tte Best” 








EDWIN L. WIEGAND COMPANY 
7525 Thomas Boulevard, Pittsburgh 8, Pa. 


REPLACEMENT CATALOG RU- 147. 
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Exclusive Triangular cross-sec- 
tion assures maximum flat con- 
tact cooking surface. 





O) 











2 Units in 1 for versatile heat 
selection. Four separate cook- 
ing areas, from 44%" to 8” in 
diameter fit all pans and pots. 
Individual coils are seperately 
repleceable. 




















Free Lateral Expansion. Unit 
can't warp, stays flat and level 
for maximum contact with cook- 
ing utensil. 





SEZ 











More Easily Cleaned. Unit lifts 
up and stays up, reflector pen 
comes out for thorough washing. 


Rc-33 


SSVeSeseeeaeaagagaa SSSSSessseaseasessauaeasuasusaauasusese 


Please send me my free copy of the new CHROMALOX RANGE UNIT 


$208 O448488 42488888887 


SSseeeaaac SSSSVesSeseaseanaseanansnannaeaasaaaasasased 





THE NATIONAL APPLIANCE AND RADIO PICTURE 


' 





tirely in the face of new shortages. 
True to predictions, radio and 
record players maintained the im- 
proved sales figures established in 
early September after a nightmarish 
summer. Dealers generally pre- 
dicted good sales right on through 
the rest of the year. However, the 
increased volume apparently was 
still confined to small sets, since 
little or no improvement has been 
noted in the sale of console models. 
FM receivers shared in the upsurge 
and at present, appear to be selling 
better than at any previous time. 
Dealers show some _ optimism 
over the outlook for holiday busi- 
ness, despite the strikes. As one of 
them declared, “Our optimism has 
certainly been justified all year. 
Why change it to pessimism now?” 


THE FAR WEST 


By Clotilde G. Taylor 





IGGEST wae 

worry for ap-! 
pliance  distribu- | 
tors on the Pa- 
cific Coast is the 
current appliance 
shortage. The re- 
frigerator _situa- | 
tion is particu- 
larly bad, getting 
worse, with the 
steel strike bring- 
ing pessimistic news to the distribu- 
tors from their manufacturers. It is 
obvious that manufacturers misin- 
terpreted the drop in orders which 
resulted from dealers clearing out 
their overstock early in the year, 
plus the genuine brief slump in early 
summer, and cut down production 
too far. Certain electrical house- 
wares are also short; one Los An- 
geles distributor reports a backlog 
of 5,000 orders for automatic toasters 
which he cannot fill. This is a bad 
outlook with Christmas immediately 
ahead. 

Dealer business everywhere is 
very good. From both Northwest 
and Southwest come reports from 
individual dealers of sales which top 
even the highs of last year. Very 
few dealers are dropping out of busi- 
ness. If they managed to survive 
through the spring months, they 
are set to last at least through 
Christmas. Next test will come dur- 
ing the usual slow selling period of 
January, February and March. 

Price Cutting Down. With dealer 
inventories now low and predictions 
of manufacturers’ price cuts at an 
end, price cutting is no longer so 
evident. The customer is still price 
conscious and is shopping around, 
but this is a normal situation which 
can be met by a little active sales- 
manship. Los Angeles has a number 
of regular cut-price dealers who 
make a business of underselling their 
competitors, making up for the low 
margin of profit in volume of sales. 
Current advertising of one firm fea- 
tures one penny down and two years 
to pay. This is more or less standard 
in a large community and attracts 
a fringe of buyers who probably 
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would not buy elsewhere anyhow. 
Most legitimate dealers have learned 
to sell against such competition by 
emphasizing quality, permanence 
and good service. 

Freezer Sales Low. Freezer sales 
are still low, particularly in those 
areas where television is most active. 
Apparently those who have only 
money enough to purchase one big 
item are going in for television. On 
the other hand, freezers ranked next 
to top in the “appliances I want to 
buy” survey recently made by the 
Northern California Electrical Bu- 
reau. Washers were first choice with 
2,584 potential buyers, but freezers 
rolled up a total of 2,551. Chief de- 
mand came from the suburban and 
rural areas. San Francisco ranks 
them fifth on the wanted list. The 
Intermountain area did some active 
freezer promotion during the late 
summer period, with some increase 
in sales, though the response was 
not all that was desired. 

Television Booming. Television it- 
self is booming, particularly in Los 
Angeles, where it is definitely over- 
shadowing other phases of electrical 
selling. This area now ranks next 
to New York and Philadelphia in 
set ownership. In San Diego sales 
slowed slightly after the first surge 
which came with the new station, 
but have picked up again. San Fran- 
cisco sales are up with football 
broadcasting and are expected to re- 
spond still further to the advent of 
a third station in Nevember, plus 
Christmas demand. Of particular 
help is the policy of price protection 
adopted by many manufacturers and 
wholesalers. One Los Angeles dis- 
tributor offers a 90-day protection 
of inventory. 

Spokane Dealers Sound. Spokane 
reports that September sales of re- 
frigerators were 13 percent better 
than those of the same period last 
year. Water heater sales broke 1948 
records for the fourth consecutive 
month; radio sales were one-third 
higher. Total unit sales were very 
close to those of a year ago and 
about 42 percent above the average 
for the years from 1936 to date. 
The I.E.E.D.A. says wild trade-in 
bargaining is diminishing rapidly 
and that wholesalers are curtailing 
discount selling, except where the 
volume of any one purchase is so 
large that the retail trade could not 
handle it satisfactorily. Replacement 
selling involving trade-ins now 
makes up from 24 to 35 percent of 
all sales of major appliances. About 
two-thirds of all dealers accept 
trade-ins and most of them insist on 
making a profit from the deal, or 
at least breaking even. 

Los Angeles Economy Drive. Los 
Angeles municipal operation has 
been undergoing its periodic check- 
up by an engineering firm, definitely 
not appliance minded. Again drastic 
economies are recommended for the 
Light Department, aimed at cutting 
out all promotional expenditure. 
This time the Department is being 
given a chance to defend its policies 
and may salvage the most important 
activities. Endangered is the support 
given the local Southern California 
Electrical Dealers Assn., which has 
been doing a good job of education 
and promotion. 

(Continued on page 12) 
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~ a superior product priced to meet all competition! an 
sO Check these seven important advantages—seven reasons why the . 
ot new Honeywell Heat Regulator Package sells faster, brings 
nt you quicker turnover with more profits. % 90 
iw P ; 
of @ Plug-in motor for quick, easy installation. / ' — 
e see eo pump; quiet in operation, sturdily 
uilt for long life. 
° : LIST PRICE 
ad @ Built-in transformer means fewer parts to handle. 
Os @ Fire protection: the motor automatically returns to closed 
” position on power failure. 
ly @ No external spring for simplified, tamper-proof protection. 
1c 
he @ New thermostat: extremely accurate; designed for short MEN NE A O'R to 
1g regulated, fuel saving operations. vy 
a @ Standard “series 40” limit controls can be used with this at n F \ W ‘ 
28 regulator, whether for warm air, hot water or steam. ) 
nt P ry, 
Get all the details at once. Ask your wholesaler or address a card 
o to Minneapolis-Honeywell, Minneapolis 8, Minnesota. In CONTROL SYS =.=”. 
3 Canada: Leaside, Toronto 17, Ontario. 
on 
77 BRANCHES FROM COAST TO COAST WITH SUBSIDIARY COMPANIES IN: TORONTO © LONDON + STOCKHOLM + AMSTERDAM ¢ BRUSSEIS. ZURICH + = MEXICO CITY 
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) GQ) DOWN UP 


FOR LOWER- 
COST COOKING! 
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FOR EASIER 
CLEANING! 
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AND RANGE-SERVICE BUSINESS FOR YOU 


MONOTUBE* “Swivel-action” Units give you 
a big plus in your range business. They give 
you something distinctive and better to sell— 
both as an important feature of new ranges, and 


faster, saves money. And when you demon- 
strate how quickly the coil can be swung up 
and out of the way—even when 4ot—for fast, 
easy Cleaning of the drip pan, you'll find your 
sales coming easier. Why not take advantage 
of these features in your selling? 


in building a more profitable range-service 
business. 

The twofold advantages of the MONO- 
TUBE appeal instantly to homemakers. A flat 
coil that stays flat (due to its free-floating sus- 
pension), it naturally has more of the coil in 


contact with the cooking utensil—hence cooks 


New catalog (No. 4) of replacement units 
provides complete information on adapting 
MONOTUBES to practically all electric 

ranges, old and new. Write today for 
your free copy! 


BOOST SALES Hi WITH MONOTUBES a 


*T. M. Registered ( 





... They stand alone 
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New adequate wiring provisions 
are reported from Southern Califor- 
nia, requiring separate circuits for 
freezer, ironer and washer to war- 
rant certification. 

Master Plumber Ordinance. A 
“master plumber” ordinance was re- 
cently defeated there which would 
have required employment of a mas- 
ter plumber for installation of even 
“disconnected” washers or dish- 
washers—that is, for the installaiton 
of any appliance destined to be 
emptied into a sink or catchbasin, 
the water from which would find its 
way eventually into a sewer. Elec- 
trical groups elsewhere are warned 
to be on the alert against such legis- 
lation. 

In British Columbia the storage 
water heater promotion which ended 
in October brought excellent results 
in increased sales. El Paso is now 
staging a range and water heater 
“round-up”, particularly designed 
to increase range sales which had 
fallen considerably below those of 
last year. Report as of Oct. 15 
showed 102 ranges and 62 water 
heaters sold, the bulk of them by 
three or four top stores. 

Mexican Embargo On Appliances. 
The recently adopted embargo 
which Mexico has placed on the im- 
port of all goods from the U.S. 
has practically stopped cross-the- 
border purchase of major appliances. 
This had been quite an item in El 
Paso, where Mexicans from Juarez 
bought most of their appliances 
from U.S. firms, transporting the 
articles themselves across the line, 
and bringing them back for servic- 
ing when repairs were required. 
Some of the electrical firms have 
quite a number of large appliances 
on their hands, already paid for, 
which cannot be taken across the 
border. 

Natural gas is already coming into 
Vancouver, B. C., from the Alberta 
fields to compete with electricity for 
cooking and water heating, and ne- 
gotiations are under way to permit a 
pipeline to cross the border. Chief 
effect on U.S. utilities would be re- 
sumption of active promotion of 
electric cooking, now so well en- 
trenched in that area that little ad- 
vertising has been required for some 
time. 


“IT’S BEEN NICE KNOWING YOU, JOE. 
THEY’RE INSTALLING MY TELEVISION SET 
\ TODAY!” 
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She can’t wait . . . she has a mil- 
lion and one things to do... she 
wants your story in a hurry. And 
ae there’s no better way to give a 
speedy sales talk on the finish than 

\ by pointing to the Du Pont “Dulux” 


7 F - ‘ seal. 
USE THE DU PONT SEAL 
TO CLOSE THE DEAL 





With that one gesture, even the 
most difficult prospect begins to 
pay attention. For quality-wise 
customers the nation over recog- 
nize the name “Du Pont.” The 
seal is their assurance of a finish 
that gives years of washable, mar- 


It identifies America’s 
leading home appliance finish! 


3 



































| E. I. du Pont de Nemours & Co. (Inc.) 
| Finishes Division, Dept. EM-912 


resistant service and sparkling good 
looks. And you can tell them 
DULUxX is rigidly pre-tested, too! 


If your manufacturer supplies 
you “Dulux”-finished appliances 
without the seal, ask him to in- 
clude it in the future. It’s an ideal 
way to establish quality . . . helps 
win more sales for you! 

HERE’S SELLING MADE EASIER! Free 
new informative booklet gives you 
profitable “selling points” for ap- 
pliances finished with ‘‘Dulux.” 
Send coupon today for your copy. 


| Wilmington 98, Delaware 


| Please send, free of charge, your new illustrated booklet, ‘‘Inside 
| Information on the Outside.” 








Name Title 
| 
| Firm a = —-- 
| Address___ — ————— 
BETTER THINGS FOR BETTER LIVING 
+» THROUGH CHEMISTRY REG. U. 8. PAT. OFF. City State 
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CADILLAC DEALERS 
KNOW 


there’s a Santa Claus! 





Lighten her housework i 
cook . 

en her life for years to pg 

the gift that’s bound to please — 


aaa 
CADILLAC 


VACUUM CLEANER 


Give her a super efficient upright 
—neiten, with beating-sweeping 
— Of a powerful cylinder model. 

hichever you choose, it’s today’s 
best value in fast, thorough cleaning. 


Ask your Cadillac dealer for a demon. 
Stration. Write for his name—foday 





(le strated) 
MODEL 301 


Single speed 


$4995" 
Including attach 
ments shown 


De luxe Mode! 800 
(2-speed control) 
with full set of 
attachments 
$69.95" 





(Wlestrated) 
MODEL 125 
ee spee 


‘ 





De luxe Mode! 143-4 
(2-speed control) 
with full set of 
attachments 
$74.45* 





*Slightly more west of Rockies 


CLEMENTc_»:~— 








Sere as you’re 
born, this Christmas, 
thousands of Santas 
(inthe flesh) willmarch 
into retail outlets and 
ask for Cadillac— the 
cleaner that tops them 
all for fast, thorough 
cleaning. 


| Hates \ | 





CONSISTENT 
NATIONAL 


ADVERTISING 





in leading magazines 
pre-sells potential 
Santas on dependable, 
dirt-hungry Cadillacs. 
This ensures not only a 
brisk holiday business, 
but steady sales through- 
out the year. Depend on 
Cadillac to prove there’s 
a Santa—to build lasting 
good will for your store. 


SEE CADILLAC 
AT BOOTH NO. 1768 


Winter Market 
January 9-20 


























American Furniture Mart, 
Chicago 
SINCE 1911 
Sold only by reliable 
dealers and distributors 







































WASHINGTON CURRENTS 


By Washington News Bureau, McGraw-Hill Publishing Co. 





CONSUMERS TO SPEND FOR DURABLES 


The recession talk that dominated the first half of the year 
hasn’t changed the consumer’s buying plans at all. He still has 
plenty of money—and he still intends to spend it for the goods 
he wants. 

That’s the comforting news reported by the Federal Reserve 
Board’s up-dating of its fourth annual survey of consumer 
finances. 

The recheck was made in July, at a time when the business 
outlook was at its darkest and consumers might have had reason 
to worry about falling income. 

Yet, according to the recheck, consumers expect to buy at 
least as many automobiles as they planned to earlier in the year. 
And while their demand for radios, washing machines and stoves 
is down a little, there has been an offsetting increase in plans 
to buy television sets and furniture. 

The Board’s experts didn’t ask consumers this time how much 
liquid assets they had to back up their buying demands. But 
when the regular survey was taken last January, consumers 
reported large hoards of purchasing power in the form of gov- 
ernment bonds or bank accounts. And Commerce Dept. figures 
show that the savings picture hasn’t changed much since. 

In fact, in July some 56 per cent of all spending units based 
their decisions to buy on the feeling that their total income this 
year would be larger than in 1948. (The survey defines a spend- 
ing unit as a group of people living under the same roof and pool- 
ing their incomes for major expenses.) 


MARKET FOR HOMES LOOKS VERY STRONG 


If times continue to be good, between 7 million and 12 million 
families plan to buy their own homes during the next four years. 

That’s the good news from another Federal Reserve Board 
consumer survey. According to the sample-census, about one 
in every four families will be in the market for a house. 

The report underlines (1) the strong postwar desire of con- 
sumers to own their own homes and (2) the optimism with which 
consumers are looking forward to the future—in itself, an 
important factor in gauging the business outlook ahead. 

Not all of this demand will be directed into new housing, of 
course; some will buy existing housing. 


FARMER HAS POWER 


Electric power lines are running to more and more farm homes. 
About three fourths of the country’s farms are now electrified, 
according to the latest survey by the Rural Electrification 
Administration. 

More than half a million farms were connected with central 
station electrie service during the past year—the largest number 
recorded in a single year. The total now stands at 4,582,000, leav- 
ing about 1,277,000 farms still without electricity, according to 
REA. 

If you are looking for a tip on new markets for electrical 
appliances and equipment, here’s the list of states in each of 
whieh REA is allotting $6 million or more this year: 

Alabama, Arkansas, Kansas, Nebraska, North Carolina, and 
North Dakota. 

The following states are due to get $10 million or more this 
year for extending power lines in farm areas: 

Kentucky, Mississippi, Missouri, Oklahoma, Tennessee, and 
Texas. 


“EXECUTIVE” EQUALS $55 PER WEEK 


Under new regulations proposed by the Wage-Hour Adminis- 
trator, “executives” who make less than $55 per week must be 
paid for overtime. Heretofore, a $30-a-week man, doing an 
executive job, has been exempt from overtime provision of the 
law. 

The new rules also raise the minimum salary that puts a pro- 
fessional or administrative worker outside the overtime rule. 


(Continued on page 16) 
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HAL, 





Are You 
ready to sell ‘em an 


1895 Jountawell AUTOMATIC TOASTER 
for Christinas ? 


1. ORDER MORE TOASTSWELLS NOW— immediate delivery! 


2. DISPLAY TOASTSWELLS NOW with plenty of free LIFE string tags, streamers 
and easeled reprints! 


CASH IN QUICK 





ON THIS GIGANTIC 3. ADVERTISE TOASTSWELLS NOW with free tie-in newspaper mats that 
PROMOTION channel LIFE’S pull to your store! 
eee 
PHONE YOUR DISTRIBUTOR America’s tastiest toast is made in 


on wine us roar: HG [oY 910.3) ae 
TOASTERS 


THE TOASTSWELL COMPANY 
*® 620 TOWER GROVE AVENUE, ST. LOUIS 10, MO. 
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... With cooking equipment that is unsurpassed in efficiency. From the 
magnificent 58-inch “Town and Country” to the compact 49-670, Roper’s 
complete line of ranges is designed to provide value-packed features that 
gain instant consumer acceptance, provide enduring satisfaction. 


New “Simmer-Speed” burners, “3-in-1” ovens, “Silent Roll’ broilers, 
take-to-the-table grills, and revolutionary infra-red “glo” broiler burners 
for fast and uniform cooking, all team to bring increased sales, word-of- 
mouth recommendation, repeat business . .. more prestige and profit for 
you, 


And assuring peak performance in Roper units, is Wilcolator gas-saver 
control. Chosen because its exclusive Uniflow valve, with greatest flow 
capacity of any oven gas control, provides fastest preheat; because cook- 
ing temperatures are so precisely maintained that utmost economy in fuel 
consumption results; because servicing is simplicity itself — the entire 
thermostat bellows assembly being replaceable without disturbing piping 











or removing the thermostat. 


Yes, Wilcolator means precision cooking at a touch of the finger tips — 
time saving and economy too... exactly what the prospective purchaser 


of a modern range is looking for. 








ROPER GAS RANGE 
No. 49-7304-K 





CONTROL 
Autocrat 


Coleman 
Copper-Clad 
Crown 
Detroit Jewel 
Enterprise 
Estate 
Garland 
Grand 
Hardwick 
Hart 











SOME WELL KNOWN GAS RANGES USING 
WILCOLATOR FOR PRECISION CONTROL 


Kalamazoo 
Maytag 
McClary 
Prizer 

Real Host 
Roper 
Royal Rose 
Tappan 
Universal 
Welbilt 
Wincroft 


Western Holly 














Wilcolator 


COMPANY 





Elizabeth, New Jersey 
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WASHINGTON 
CURRENTS 


eC ONTINUED FROM PAGE | 4qmmmmes 


The new minimum: $75 per week, up 
from $200 per month. 

Exemption from the law is extended 
to outside salesmen selling services, as 
well as those selling goods, who are 
already exempt. On the other hand, 
“promotion” men and those engaged 
in “indirect sales” work have been 
refused an exemption. 

The new regulations are the result 
of extended hearings held by the Wage- 
Hour Administrator two years ago. 


FRB WANTS 
REGULATION W AGAIN 


Regulation W-—the Government’s 
wartime authority to regulate install- 
ment selling—is something Federal 
Reserve Board would like to have once 
again. 

Reg W died last July when Congress 
refused to renew the Board's power to 
fix minimum down payments and maxi- 
mum number of installments on con- 
sumer durable sales. 

Now FRB officials are getting stories 
into the press about the possibility of 
“a new round of inflation”. They use 
these arguments to bolster their con- 
tention that we ean still get ourselves 
into a second postwar inflation: 

Strike settlements will let loose a 
wave of buying which was held up dur- 
ing the strikes; 

Business buying to make up for 
recent inventory liquidations will add 
its own inflationary pressure. 

To prepare for such a potential in- 
flation, they say, the Board should 
have Reg W in standby, ready for use 
to offset the new wave of buying-on 
time. 

They point out that installment 


| eredit is already around $10 billion— 


a new alltime high—and hint that easy 
eredit terms could add enough push 
to a future slump to turn it into 
something more serious. 


TV HEARINGS 


One thing seems clear as a result of 


| the Federal Communications Commis- 





sion’s hearings on new black-and-white 
TV bands and on color television: 

Unless someone pulls a_ technical 
miracle out of his hat, it’s going to be 
two years—and probably more—before 
color TV programs will be available 
to any home viewer. 

Industry advisory committee recom- 
mended that the Commission give pri- 
ority (1) to de-frosting the present ban 
on new stations in the present 12- 
channel band and (2) to opening up 
the new higher-frequency band which 
would make 42 new channels available. 
The 42 new channels, it was pointed 
out, will make it possible for black- 
and-white TV stations to get going in 
scores of cities throughout the country 
that now have no TV—and it would, 
of course, open up new areas of de- 
mand for receivers. 
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Women's experienced eyes say ““ THAT’S 


IT” when they see these woman-designed 
Gibsons. And the more they see of the 
Gibson never-seen-before feature combi- 
nation the better they know that Gibson 
ranges have what they want—clear down 


to size and price. Here’s nationally adver- 


1949 


wogneeas 


tised Kitchen-Fitness and generosity of 
features, at prices geared to today’s market 
—the winning combination. Better get 


lined up now for volume at a profit! 


GIBSON REFRIGERATOR COMPANY 
Greenville, Michigan 


Copyright 1949, Gibson Refrigerator Co. 


PAGE 
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ACT! PHONE, WRITE YOUR GIBSON DISTRIBUTOR FOR A hae nrowmes 
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A% For extra sales to those last-minute shoppers— 
Ay = 


. 
4 


FEATURE YOUR 


’ RCA VICTOR 9JY brings music 
lovers the glorious tone of the 
amazing new 45 rpm System 
through their present set. It’s a aii wr 
; compact plug-in unit that can ONLY RCA VICTOR 
tuck into the storage compart- HAS THE 
» ment of many consoles. “GOLDEN THROAT” 
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SING 








RCA VICTOR 95Y is the 


most sensational new item 


you can show customers! 


49 


IT’S THE LOWEST 
PRICE EVER FOR 
AN AUTOMATIC 
RECORD CHANGER! 





LOW-COST, LONG-LASTING REC- 
ORDS!— New “45” records have that 
“under a buck” selling appeal. Wear 
up to 10 times longer; edges don't 
chip, playing surfaces are protected. 





SILENT, RECORD-SAVING PICKUP!— New 
“Silent Sapphire” pickup exerts stylus pres- 
sure of only 5 grams. Customers are as- 
“4 sured of better sound . . . longer record life. 





You are cordially invited to visit the 
RCA VICTOR Exhibit, Booths 540-A and 232-6. at the 
CHICAGO FURNITURE MART January 9-20 





ONLY RCA VICTOR MAKES THE VICTROLA 
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WORLD’S FASTEST RECORD CHANGER!— 
\ Trigger-action speed customers rave about! 

Plays up to ten records with speedy, hardly 
noticeable changes. And the mechanism is 
fool-proof . . . trouble-free! 


RCA 


“Victrola” —T. M. Reg. U. S. Pot. Offs 








HE SENSATIONAL-SELLING 9JY is a natural leader for your 
big Christmas promotion ... for it has smashed sales 
records clear across the country! It’s a red-hot gift item, this 
completely automatic record changer by RCA Victor .. . 
because it spells long-lasting enjoyment for music lovers of 


it’s sure 
to go over big with last-minute shoppers still looking for the 
right gift for someone high on their list. 





all ages. Now—at this sensationally new low price 


Remember too—experience shows that every time you sell 
the 9JY you have a ready prospect for $10 to $15 worth of 
“45” records—and a “sell-up” prospect eventually for your 
“45” consoles. These extra customers are good prospects for 
additional gift merchandise you sell, too! 

Sell hard now for big extra Christmas profits that will lead 
to steady year-round profits with RCA Victor “45”, the system 


of the future—here today! 


Here’s why RCA VICTOR “45” is an easy-to-sell Christmas gift! 


COMPACT AND LIGHT! 
—Changer unit requires 
less than half the space 
of other types. Table 
models can easily be car- 


ried from room to room. 





CONVENIENT 7-INCH SIZE!— 


The distortion-free 7-inch re- 





cord can play as long as an 
ordinary 12-inch record. More 
than 150 single records or 18 
symphonies fit in just one foot 


of bookshelf space. 


ICT OLR CaP» 


“iS MASTER'S VOICE” 


First in Television 


PAGE 


DIVISION OF RADIO CORPORATION OF AMERICA 
RCA VICTOR — World Leader in Radio... First in Recorded Music... 


OMMERCIAL 
CREDIT, 
a 7% 


niet 


A Subsidiary of 
Commercial Credit Company, Baltimore + Capital and Surplus $100,000,000 


MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 
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TOASTMASTER [gy 


AN 


‘NICHROME 


MARCHES IN THE 
BIG PARADE 


marches with American tale tial —iaiale| 
and craftsmanst ip, beneath banners blazoned 


wat ialm oldelaleMalelial-tMmcelilelers dalgeleleLalelehi alan Zola le! 


I fomi-|-Mt-ll-aidiaelMutelalthiclaitia-1am aslo Male}, 


already using Nichrome, this is a fact f 


or serious 
consideration. Significant as it is that 

oMiilelaMmuilen am ol-Mal tle lel toll o) MR ial-Maeliil ololal mal-Malalelel yt. 
t is doubly significant that Nichrome may 


be judgec 


Nichrome is manufactured only by 


Driver-Harris Company ira 


HARRISON, NEW JERSEY ts Tas vin ea 
fLECTRICAL 


BRANCHES: Chicago, Detroit, Cleveland, Los Angeles, San Francisco eae 


Manufactured and sold in Canada by 
The B. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 


*T. M. Reg. U.S. Pat. Off. 





ELECTRICAL MERCHANDISING—DECEMBER, 1949 PAGE 21 



































and tts parent company 


BORG-WARNER 





ae ] BORG & BECK * BORG-WARNER INTERNATIONAL + BORG-WARNER SERVICE PARTS CALUME 
| ENGINEERING 
— DETROIT GEAR «+ DETROIT VAPOR STOVE «+ FRANKLIN STEEL « INGERSOIL STEEL 
LONG MANUFACTURING + LONG MANUFACTURING CO., LTD. «+ MARBON 
MARVE EBLER CARBURETER * MECHANICS UNIVERSAL JOINT « MORSE CHAIN 
MORSE CHAIN, LTD. « NORGE *« NORGE-HEAT + PESCO PRODUCTS «+ ROCKFORD CLUTCH 


PRING DIVISION + WARNER AUTOMOTIVE PARTS WARNER GEAR *« WARNER GEAR CO., LTD 


PRODUCTION | 





SEE NORGE BEFORE YOU BUY AND YOU'LL BUY NORGE REFRIGERATORS e¢ HOME FREEZERS e¢ ELECTRIC RANGES 














EEN ten 2 lM a se 
ee “ eS a 
nr 6 aoe le = Nr a Re 
~ ee eee no 
Se eS ee —— “ a ee ee a ve 
fe — nme 
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y A statement by 


GEORGE P. F. SMITH 
President and General Manager 
NORGE DIVISION 

BORG-WARNER CORPORATION 


We in Norge and in Borg- 
Warner have a deep and abiding faith in the 
future of the appliance business because we see 
so clearly the service that the appliance business 
performs by making possible an ever increasing 
rise in the living standards of our country along 
with an ever decreasing load of drudgery and 
inconvenience for our families. 


We have an equal faith and pride in the present 
Norge products. We propose to improve and 
refine every Norge product as rapidly as re- 
search, engineering ingenuity and manufacturing 
development make it possible. We propose to 
make our products better — to serve our 
customers better — and to give our sales forces 
all of the advantages which high quality mer- 
chandise offers. 


In doing this, it will be our policy to keep 
our pricing competitive in relation to products 
of similar quality and character. We will not 
sacrifice good materials and good workman- 
ship to build volume. Neither will we “pack” 
prices. We shall continue the Norge policy of 
good values at prices that are attractive to 
American buyers and that allow our distribu- 
tion and sales outlets to earn a fair return. 


We have adopted a policy of decentralized 
manufacturing. We believe we can manufacture 
better and more efficiently where each plant is 
devoted to a single product— where every worker 
is doing a job on a particular kind of appliance. 


We are dedicated to continuing our policy of 
independent distributors. More than 22 years 
of strict adherence to this system leads us to the 
belief that it is the best way to distribute Norge 
products, 


GAS RANGES e ELECTRIC WATER HEATERS ¢ HOME HEATERS e 





We feel equally good about the backbone of our 
dealer organization. We recognize the job these 
retailers have done. We are interested in good 
dealers with good reputations among the people 
they serve. 


We believe that good dealers are equally 
interested in having good names on their mer- 
chandise. We feel that Norge and Borg-Warner 
are good names to live with—good for all of us 
who are directly associated with these great 
companies — good for those who sell Norge 
products and good for the millions who live 
with these appliances throughout their long life 
of usefulness. 


Yay PP bux 


WATER COOLERS «© HOME LAUNDRY EQUIPMENT 


NORGE DIVISION, BORG-WARNER CORPORATION, DETROIT 26, MICHIGAN @® IN CANADA: ADDISON INDUSTRIES, LTD., TORONTO, ONTARIO 
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JUD WHITEHEAD FULFILLS 
A PROMISE TO YOU DEALERS! 


I’ve been telling you dealers that my Jud Whitehead electric water 
heater advertising would soon appear in big national magazines again. 























© I’ve taken this ad to show you just how those ads look in a couple of 
America’s biggest and most powerful magazines. Dealers like you will 

sell more of my electric water heaters if you feature America’s biggest 
and most versatile line. There is a Jud Whitehead Water Heater for 
every need, in every size from 10 to 140 gallons (electric, gas and oil). 


You saw this ad 
November 19 in the 
SATURDAY EVENING POST 


and I’m signed up for ads in 
the Post every month from 
now on. Readers in millions 
of homes all over America 
will see my ads and come 
to dealers like you for advice 
and help in buying the right 
water heater for their needs. 


—EE mee 3s — 


SATURDAY EVENING POST 
reaches into 3,781,623 homes 
and my 
GOOD HOUSEKEEPING ADS 
(starting soon) 
will reach another 
3,039,200 more homes 
So I'll be telling over 6 mil- 
lion people to ask you 
about my Jud Whitehead 
Hot Water Heaters. That’s a 
lot of customers! 











ONLY JUD WHITEHEAD ELECTRIC WATER HEATERS 
GIVE YOU ALL THESE EXCLUSIVE BENEFITS 


*Electrik Thermoswitch—for split-second hot water 
. *Cost Monitor Heating—for split-second cost 
*Silent Sentry—to safeguard against overheating 
*Heat Hoarder Fibre Glass—to insulate the heat in 
. *Lastcote—beautiful white enamel finish 

*X-ray Inspection—for trouble-free operation 

. *Complete range of sizes—from 10 to 140 gallons 
*Reg. U.S. Patent Office 





NOUShON— 








Offices: 4111 Broadway, Oakland, California 
101 Park Avenue, New York City 





My Jud Whitehead Water Heaters Feature Life-long MONEL METAL Tanks! 
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Mow my Mommy 1S Qs 
the best cook vin ‘ 
‘in the world f , 


in, 


& 
i 
if 































butomalec 
ELECTRIC RANGE 
Y ONE-SWITCH CONTROL™ 





~ af 


America’s fastest growing 
appliance line offers you the 
season’s best profit opportunity 


Anyone can see the superiority of L&H one-switch 
cooking convenience. It makes electric cookin 
easier and better than ever before . . . gives om 
that competitive “edge” that clinches sales 

provides the “extra touch” that makes a woman 
satisfied and proud of her purchase. That's why 
at the Christmas gift season, as all year ‘round 
you ll find L&H Lectro-Host the profit line, the 
—— ever-growing progress and prestige 
ine. For complete information, write to..... 
A. J. LINDEMANN & HOVERSON COMPANY 

MILWAUKEE 15, WISCONSIN 


Also manufacturers of L&H 
= Lectro-Host Electric W. 
Heaters and Midland Water Sikes seated 


Export: S. F. Appliances, Ltd., 595 Broad Ave., Ridgefield, N.J 





1 OR, aE 

Re * Satie a> 
* Guaranteed by ~ 
Good Housekeeping 


* 
207 as apyearstd WS 




















Countless women in your community are 
reading the colorful L&H Lectro-Host ad- 
vertisements in their favorite magazines 
They ll be coming to you to see, try, a d 
buy this great electric range. oe 










Not 3, not 5, not 7, but ALL temperatures needed for top 


unit cooking are combined in only ONE switch... the 
L&H Vari-Speed Switch. You adjust heat the way you ad- 
just volume on your radio, gradually all the way from low 
to high! It’s the most wanted feature in electric ranges! 





“Mommy used to get tired and irritable Speed Switch convenience, &H also 
gives you automatic time control of oven, 


‘cause cooking was such hard work with 
our old range. Foods didn’t always taste lift-up cooker, appliance outlet and one 
top unit, plus many other features. For 


the way Daddy liked them. Then Daddy 
got her an L&H for Christmas. Golly, 
gee! Now my Mommy's happy! And 
Daddy says she’s the best cook in the 
whole world!” 

An L&H LEcTRO-Host Automatic Range 
for Christmas will bring you better meals 
and easier cooking. In addition to Vari- 


| “THE RANGE THAT MAKES GOOD C 


Christmas delivery see your dealer now. 
Write for literature. A. J. Lindemann & 
Hoverson Co., Dept. GH, Milwaukee 15, 
Wisconsin. —_ 
Export: S. F. Appliances, Led. 1 
595 Broad Ave., Ridgefield, N.J. 


LEH Lectro-Host Water Heaters. 
Written 10 year warranty 
with every beater. 














OOKS BETTER™ 














NG 
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@ Biggest picture ... highest quality ... at the lowest price. 
That's what your television customers are looking for. That’s what 
you have to sell when you feature PROTELGRAM-equipped receivers. 


PROTELGRAM provides big, life-size pictures that are frue-to-life, 

easier on the eyes. And, best of all, PROTELGRAM offers your customers 
big-picture television at the lowest price per square inch of viewing 
crea—as little as 35¢ per square inch for the giant 4’ x 3’ size. 


Check the exclusive PROTELGRAM features. They are yours to sell 
in any of the famous-name receivers that feature PROTELGRAM. 


Note the imposing list of leading manufacturers who now use 
PROTELGRAM. Others will soon be announced. Watch for them. 

This big swing to PROTELGRAM can mean bigger profits for you because 
it makes available to your customers a choice of PROTELGRAM- 
equipped sets to fit every taste and every pocketbook. 


The Prote.Gram system of projection television 

consists of a special 2%“ cathode-ray tube, 
@ projection box containing the optical system 
and a new, compact high-voltage unit. 





PROTELGRAN 
















dn oxctistve Development of 


DECEMBER, 
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You can offer your customers a choice of three 
PROTELGRAM screen sizes, all big—16" x 12” 
(192 square inches); 18” x 132” (234 square 
inches) and a 4’ x 3’ (1728 square inches) 
image projected on a home movie screen. 


All three PROTELGRAM pictures are larger 
than can be provided in the same viewing 
shapes by the biggest direct-view tube now 
in production. 





Your customers will enjoy PROTELGRAM’S easier- 
on-the-eyes dark gray screen that cuts glare 
and distortion. They will see a picture of true 
photographic quality that reproduces glare- 
free whites, soft grays and velvety blacks. 


A leading optometrists’ association, in its 
official publication, found PROTELGRAM to be 
“particularly noteworthy from the standpoints 
of ease and comfort of viewing.” 





Back of PROTELGRAM are millions spent on 
research, over 15 years of development by 
the world’s greatest. electronics laboratories. 
PROTELGRAM is carefully engineered, thoroughly 
field-tested to guarantee long-lived depend- 
ability and trouble-free operation. 


N ORTH AMER 
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THESE SALES FEATURES 














The sensational 2/2" PROTELGRAM picture tube 
costs less fo replace than the popular size 
direct-view tubes. So maintenance costs are 
low, low, low. 


Prore.cram offers lowest price per 
square inch of viewing area for high- 
quality, big-picture television! 
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National ma 
of “Santa Clauses”’ 
Christmas SUggestio 
Evening Post, Count 


9azine odvertising. Millions 
] 


Will see Frigidaire’s 
NS in Life, Saturday 
Ty Gentleman, 


every day in the year 1 
= Gift wrap kits — for all Frigidaire appli- 
* ances —@ great Success with Customers 
Season after < ! Cellophane Wrap, 
big red bow and « ‘INg-size’’ Christmas 
tag make good display material, too. 
4 Car cards, outdoor posters put Santa to 
” work Selling Frigidaire Appliances for 
Cc Tistmas. He Says, “Best in the whole 
Pack — Frigidaire Appliances ie 
5 Suggested windo hing 
* yet inexpensive designed to 

bring those Christmas Crowds inside ! 

6 Newspaper adv. 
~ . Especially to 4 
= Other Christmas 
material. y. 


w layouts, Eye-catc 
layouts — 


ertising mats. 

€-IN_ with Fri 
advertising an 
ariety of $1zes and 
7 Christmas gift ¢ 
“" ° aire gift appliances, 

Cards offer a little extr. 
in keeping with the 


Easel display. 4 


Written 
Ridaire’s 
d display 
Preducts. 
ards to go With Frigid- 
These appealing 
4 touch of Service 
Christmas Season. 


Teproduction 


- Also Carries 
, “Advertised In Life.” 


Christmas line fol 
aire Appliances 
for store h 
for dealer's 
letters are 


ders Promote al] Frigid. 
as gifts. For Mailing or 
andouts. Space is Provided 
Own selling letter. Suggested 
also available. 

Promotion ideas. A 

chandising methods 
Proved Successful jn Ch 


collection Of mer- 
that have been 
ristmas Selling. 





e make saw onder ful h istmas g . 
anc i ristm ift 
But their men do. 


igidaire i iding. 
f tie-in material Frigidaire is providing 
Oo - 






FRIGIDAIRE 


Appliances 


he 
Refri erator bd i] ctri bd tomatic Was 

t s E e c Ranges Av r 
9g 


valuable in the industry. 















FRIGIDAIRE 
"to do things right 





* Electric lroner 
ic Clothes Dryer 
Automatic C 









Freezers 
Electric Water Heaters * Food Fr 





humidifier . Room Air Conditioners 
ic Dehumi 
ars Kitchen Cabinets and Sinks 
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eyower talking to mi ey 
. Frigidaire is a to visit 
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i icing 18 going to use the wea 
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for Frigidair 
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put the world’s greatest. 
Salesman to work for you 


this Christmas 





HOLIDAY SALES 
PROMOTION! 


-\) NATIONAL ADS IN... 


/ Life - NewYorker - Parade - _ This Week 
Saturday Evening Post - Time 
American Weekly - Better Homes & Gardens 



















House Beautiful - Collier's 
Esquire : Fortune . Sunset 


circuration 47,617,665 


WRITE, WIRE OR PHONE 


MP So GS ee A 
bight A ep Pee 44 > de 
¥ 
cs ~ a « 
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EXPENDITURE PLACED IN EACH CHICAGO NEWSPAPER BY GENERAL 
ADVERTISERS SPENDING $2,500 OR MORE FOR CHICAGO NEWSPAPER 
ADVERTISING OF HOUSING EQUIPMENT AND SUPPLIES AND RADIO 
AND TELEVISION SETS—First Six Months 1949 


Chicago Tribune Paper B Paper C Paper D TOTAL 
1. Westinghouse Electric Corp................... ee er ee Dbicesccces $100,089 
Bp TO COOP, GF BMNGTIER, 2 occ cc ccccccccccsccss ae ee Diiveveneses ee 79,766 
EI Oe gs i ccccecd'es daosdceneees Me os berowes ee ack winicie exe TR wcinwe a ae'e 75,421 
i .  . cccopsipeonssasdeeeeee ES aa aceaied | eres Be ccvsecces 53,453 
5. Zenith Radio Corporation ................+++ see ree eer a 44,502 
yp CE cccccarercccsevetsensens ar a RR MGuhevteews 34,835 
7. Allen Du Mont Laboratories, Inc.............. do cai iararera terete atk at dug: ar Bina EE sc ce oarecoan BU veneeaseve 33,634 
8. Crosley Division—Avco Mfg. Corp............. steam niws Se rer ree 29,773 
as necevenadiendeseoeesinene sens ae _ Sarr a ae ere 28,409 
10. Bigelow-Sanford Carpet Co., Inc............... 0 TES DE MMaicht hse Cee ehicekeannteseeperdatt 27,069 
i... i cb cen ksehesdinnshen beaeks bpasbaebbeehnseeetsendovarseoens 24,729 
12. Hotpoint Inc. Division—General Electric Co.... 13,715.......... 2 eee Nici aaa erin ecaeaeibin os ake ar ae 20,726 
13. Alexander Smith Carpet Co................... Dbckcersves ganesenereessaee Db sessseewe oo eee 20,082 
see Cees enbiibedl ee ee eeedesenraee | errr PG dbatncdadsebousscexsasue 12,177 
15. James Lees & Sons Co..... Seibheiedennivedees Pn auniwaseeenesensesseseenes b060besbeeuaebbesdecntseeeenens 11,610 
16. Timken Silent Automatic Div.— 

EE cececvecbscediecen DA ccbabeedetbnatheeetthtbse 6h Kees bebe deeecnsbeebenesesebe 10,258 
ct tctascacthedeweeséade Se ett teeeksrenneneesaseneene ae 9,922 
cn ccncccccessssesucnee C aa Ses eee Bbéibscivus 9,830 
19. Easy Washing Machine Corp................. De deescethbeeoseeobawsaanesstuean ced suakseneenes obeenbiee 9,472 
20. Norge Division—Borg-Warner Corp............ DCI OKNSNE CRReSieRs aweEneebbedees BACOSERS err 9,276 
Sn. Lammen Purmnce Co. Eie...ccccccccccccccccece DE inmtskeiavetdheWhadineenus ebee Peaveennseelwsdienehacsnaen’ 9,108 
Gs cncasvcceccrccacceeens DU Abitnbnenhanhnnsescdbeechtettkhbbertheddbucesdenensecwees 8,812 
hk accede cinnenni eden sees eaehdiouss eahibanehssdckeesa Ber ckdevccas Serre 8,774 
24. National Unit Division. ...........sceeeeceees a 0 Se eee ae eee Dh bieeeeere 8,296 
25. American Central Division—Avco Corp......... ae a J ne OO ree 8,229 
26. Farnsworth Television & Radio Corp........... ya ee ee i ssoxeusses fo eer 8,180 
27. Malleable Iron Range Co..............-+se00: CASO ORNS ERE RO dnd kRKEO RO UREND WOsAseDNaRECeNEeEREDaECne 7,809 
28. A & M Karagheusian, Inc... .............+++: is Sra aes acners alin. ava wig iar ea al aia aed Ste Gk Ca ae ae 7,740 
ao tn canéeniadevadcnesaens Disistesenteakeetepadahesnedeesssseenenneeneeaeanabeneinaet 7,740 
30. Haggard & Marcusson Co................000: Di teeASede rh e6en 0904665400860 0000s bRRaSebNORSER Reba ENE 6,890 
31. Iron Firemam Mifg. Co...........ccccccccccece Pbinibecatavedenteeentonsenesessteecddssshebunsenaeseeessees 6,803 
is vega cabessinsseecteeres i innunikes556 ib su baad O60k3 beG koe oes keeneeaeuseeeebeeaeeen 6,250 
I 56.6 6dicivesevcscecceeescene DE itéaresvecneehGadapineeben Weunedunssannsenesdhtennderéishe 5,693 
a a as cm asia ie al aia ale ecein alee I fa cdc hue tv 'gscas aaah ome altataadoa tas al alacant a ala atk ie 5,664 
36. Bom DEent Papers, Ene......cccccccccccccccecs ee Oe £eséediceueneedadreeeedeedeteehcaresieees 5,611 
es. oc adie nanan Sb eeeteeaneeneebseeseenesse oe ind) sakedinaiiodetns wobins 5,585 
ie ca cock seen keb ess s0bhe 6ebeneees cekehiaeet ase BP Awececeda iv accseuss 5,547 
ee es I cs cccccsveceveenwersnenseosees cuss Phen i ered eudecneesesseunseresenaweeenwece 5,146 
39. Bendix Home Appliances, Inc................. Dht+tks benteachadenckenssossabibthessonssvnsdendserhbenns 5,026 
40. Sunroc Refrigeration Co..................000: Ne ‘ tnd v62k dbehasnieiiwonebens 4,968 
41. Mohawk Carpet Mills, Inc.................... hs Sieh sins siete 0 hres cinch icy te east aisii daeiatiorie tastoad elie eleva oacdcataine aka 4,836 
42. Stromberg-Carison Co...........cccccccescces DU hacbistibeevonsesnssh aes Di Hewecerrdasesuncdiensnn 4,578 
i ae ee ca cececeneabennenneees DP Pciectpeenksesdeksievanen icd~ eh ebinesstbhaekeneene 4,485 
44, Petroleum Heat & Power Co.................. 0 ee pee ere Diet wt ntiskteckenceetedsaes 4,148 
45. Frigidaire Division—General Motors Corp...... J err errr | a eee 3,901 
GE, Goren Mate Cenc ccc cccccccccccccvccs i ithbie ktbbdiedethesddeakkeeeesgeant ddeneiaestabbedereddens 3,870 
I cnc cconndddeneseveses Raia a ciclo wed acales as atta w aes la ealbee aaneniow ee ae ee mae Ee ee 3,844 
48. National Enameling & Stamping Co............ PCiACkebeweressnedensedeseeeeteeteeeeteesetbesépeneneeuees 3,808 
oy eee rs ee DE cctetGbaed gkownvksaswasensedebenttebasehrenadesebesaets 3,596 
ee re Pb Aebnises ssc bsieretensaastewedeeseeseteecannenesenesecuade 3,596 
51. Duo-Therm Division— Motor Wheel Corp... . . . PE hbbbneundebenineheeesd eens yneaas ens NeeeeaahessbeReen 3,534 
52. International Harvester Co..................: PGiOs 04'00600d knetekbvewdrdeddeebene ere canceeebaases 3,480 
SO, Tae Mapes Lace Famer Wertes, Enc... oc ccccccccccccccccccccscccs | Re eee cn eran ee ites seaanne 3,262 
54. Chicago Faucet Co., The........ccscccccssecs er ee ee eT ee $60604000068 2,992 
i i cicehecsacdesbeveenases sb 6etertsesensenedenseesesewheseseecessabenss onset temaa 2,888 
I EE, ID vn cocccccecncenceseseeess thn chisbuccevenssecnend\cebeedensesen See eee aseneaeeen 2,868 
ite Wee EN Ge WOUNET Onc cc ccccdceccccscceces i beccneeih ese nubeetsseessecenebakeestebaebwaeedesduabesee 2,831 
58. Heywood-Wakefield Co... ...............006. Se Ee ET eet me a 2,783 
59. Enameled Utensil Mfrs. Council... ......ccccccccccscccccccccces ee Sey eee: kee Me Me re 2,728 
60. Tennessee Eastman Corp..................++: i nevksdsenansapeenes dens bd sdnthbeesenues dipbeenunbeshesee al 2,697 
Gl, HoG@mam Gpocialty Con... cccccccccccccccccce PRS cteCévindperbbebesctacnctkevaccseudhaueesscduaneebeebess 2,678 


62. —— hs ccc kine bekssaeeensmeekeh seas. ch neh nsobed knee cdsseheaeseatiobeenkestadees 
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How the “blue chip” 
hardlines advertisers 
buy space 

in Chicago... 


ISTED at the left are the 63 general 
advertisers who spent $2,500 or more 
during the first six months of 1949 for 
Chicago newspaper promotion of housing 
equipment and supplies and radio 
and television sets. 


Better than 64 cents out of every 

dollar they spent was placed in a single 
Chicago newspaper—the 

Chicago Tribune. 


When these “blue chip” advertisers, 
spending $861,410 for Chicago newspaper 
space, place in a single Chicago 


- newspaper $553,832, or 64.3% of the total, 


the fact is too important to be ignored 
by any manufacturer or distributor 
of hardlines merchandise. 


Their expenditure in the Chicago Tribune 
was $405,737 more—274.0% more—than they 
placed in any other Chicago newspaper. 

It was $246,254 more, or 80.1% more, than 
they placed in all other Chicago 
newspapers combined. 


Here is fresh evidence of the community 
position which gives the Chicago Tribune 
its unique ability to deliver for advertisers 
in the multi-billion dollar Chicago market. 


To sell your 1950 line with greatest 
economy and effectiveness in Chicago, 
build your promotion around the Chicago 
Tribune—and see that your Tribune 
schedule is adequate to your opportunities 
here. Tribune rates per line per 100,000 
circulation are among America’s lowest. 


CHICAGO TRIBUNE 


WORLD’S GREATEST NEWSPAPER 


September average net paid total circulation: Daily, Over 955,000—Sunday, Over 1,525,000 


Chicago Tribune representatives: A. W. Dreier, 810 Tribune Tower, Chicago 11; E. P. Struhsacker, 220 E. 42nd St., New York City 17; 
W. E. Bates, Penobscot Bldg., Detroit 26; Fitzpatrick & Chamberlin, 155 Montgomery St., San Francisco 4; also, 448 S. Hill St., Los Angeles 13. 
MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC, 


ELECTRICAL MERCHANDISING—DECEMBER, 1949 


PAGE 31 








COME TO THE 
MERCHANDISE MART 
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of Amenicos Best cea enn 


INTERNATIONAL HOME FURNISHINGS MARKET 
January 9th to 20th 


SAVE TIME... you can buy more and better products in less 
time because this is the greatest concentration of leading brands 
in the world... all under one roof. SAVE MONEY... ‘‘package’’ shopping 
eliminates costly taxi fares, extra telephone calls. Best parking facilities. 
SAVE ENERGY... fast elevator service, year-round air conditioning... 
eleven modern restaurants. CASH IN... you can be sure of buying merchandise 


that will stand out...SELL out, because it comes from America’s Best Known Brands. 
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row PRICE! 


handsomer and better-performing in every way. 


LOOK at that price again! It fairly shouts VALUE. 
$ Actually, it’s LOWER than the price of a comparable Samson 
PRE-WAR automatic iron. And today’s No. 5002-N is 
AX INCLUDED 


run. PROFIT! 


HERE’S more good news! Unlike most 
closely-priced irons, the No. 5002-N Samson carries 
the same liberal discount you get on all 

Samson electrical appliances. As a result you 
make a FULL profit on a big-volume, 


fast-moving item. 


Steel Sole Plate and 1000-Watt Heat Unit assure quicker, 


better-distributed, current-saving heat. Dial-A-Heat 





Control automatically provides the right heat for the fabric to be 
ironed. Perfect Balance and Comfort-Grip Plastic Handle give 
new ironing ease. Tapered Point and Bevel Edged “Button Nook”’ all the TO SELL! 

en ee oe et ” All Sa Dial-A-Heat Irons 
way around for ironing into pleats and around buttons. Safety-Tilt “‘rock-to-rest ‘ come y~ 4 ful SHOWBOXES 
motion stands iron on handle without lifting—keeps ALL hot metal off that, in your windows or on your 
counters, stop ‘em, tell ‘em, show, 

board. Streamlined Design, Full Chrome Plate, Built-in Cord.Underwriters’ Listed. em and sell ‘em! 





SAMSON UNITED CORPORATION, ROCHESTER 10, N. Y. 


Samson United of Canada, Limited, Toronto 
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..-@ BIG market...a BIG ticket... BIG margin 





Domestic Sewing Machine Co., Inc., 


Main Avenue, at Elm N. W., 
Cleveland 1, Ohio 


Rush information about how many Domestic Sewmachines | can sell and how 


much money | can make: 
Name 

Address 

City & State 


Signed by 





DOMESTIC SEWMACHINE BUSINESS IS B|G... 


We can prove that your market for 
Domestic Sewmachines is big. See your 
Domestic Distributor or write Domestic 
for this folder which gives you a tested 
plan for determining how many sewing 
machines you can sell and how much 
profit you can make .. . in your town 
or trading area. 











Domestie’s Sewmachine Line features big ticket models 
that earn a big margin of profit ... as big as any other 
big ticket appliance. 

The Domestic Line requires a minimum stock invest- 
ment. It is easy to handle. . . easy to display. Each of 
the six cabinet models is a best seller. Prices are com- 
petitive. Turnover is fast. To learn more about this 
depression-proof product that sells in good times or 


bad times, fill in and mail the coupon at the left. 


SOLD AND SERVICED BY MORE DEALERS 
THAN ANY OTHER MAKE OF SEWING MACHINE 


* SEWMACH 


i= 
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LYON’S 


NEW REVOLVING 


CORNER BASE 


Lists at only 





Slightly higher West of the Rockies 


Here’s a sales clincher! Display 
it—demonstrate it—see how many 
‘fon the verge”’ prospects it swings 

to Lyon. And notice how it’s priced — 
far below all competition. 


This new revolving corner base makes 
convenient use of space normally wasted. Ys 
design (rounded edges and curved coryer) 
matches Lyon’s modern beauty. It has Lfon’s 
famous Tap-O-Matic handles which provide 
positive latch in closed position. 





Now, more than ever, LYON talks guality and 


features at a price. 


METAL PRODUCTS, INC. 


General Offices: 1221 Monroe Avenue, Aurora, Illinois 





Branches and Dealers in All Principal Cities 


® Shelving Kitchen Cabinets © Filing Cab 
* Lockers Display E ment ® Cabin 
* Wood Working Benches ® Hc inets © Fo 


® Economy Locker Racks Welding Benches °® Dra 
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CLOSED 


S OPEN 


Mail This Coupon Today for the latest information 
on LYON’s complete kitchen line, sold at direct-to- 
dealer prices. 








a 
| 

] LYON METAL PRODUCTS, INC. 

1221 Monroe Ave., Aurora, Ill. 

{ I would like to know more about the LYOon 
I Kitchen Cabinet dealership you have to offer. 

I 

NAME 

I 

] ADDRESS 

I 

I City STATE 









Conveyors ® Tool Stands © Flat Drawer Files 
p Boxes ® Service Carts * Tool Trays ® Tool Boxes 
or Racks ® Hopper Bins ® Desks 


nits © Parts Cases © Stools 


® Sorting Files 





® Revolving Bins 
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98.5% have radios—And over half of them 

58% —have two or more sets conveniently 
located in attractively decorated rooms like 
this living room of the Bishops on the East- 
ern Shore of Maryland. 





83.7% have washing machines—The 
Wilsons of Tennessee are shopping here for 
the next appliance on their list —an ironer 
to go with their washing machine. electric 
range, refrigerator and zero freezer. 


75.5% have mechanical refrig- 
erators—And thousands are 
buying zero freezers like this 
big one which keeps Mrs. Barrie 
prepared for any “eatin’ crisis.” 





















HESE pictures of Country Gentleman 

homes show you what happens when 
electricity comes into the farm house. 
Electric power brings running water 
and a stream of the modern appliances 
that mean better living. 


With rural electrification spreading rap- 
idly, farm people are modernizing their 
homes faster than any other group in 
the population. They are eager and able 
to buy after eight years of record pros- 
perity, climaxed by last year’s whop- 
ping $41 billion plus income. 


DECEMBER, 


Over 90% of Country Gentleman families 
have electricity—They are well ahead of 
average U. S. farm families in electrifying 
homes—and in buying electrical equip- 
ment, as this modern kitchen of Mrs. 
Eva Paul demonstrates. 





Here is your best opportunity for profit- 
able sales expansion for all types of 
electrical equipment. 


The “cream” families of Rural America 
are Country Gentleman’s 2,300,000 sub- 
scribers. They are concentrated among 
the “top half” group which gets 90% of 
the nation’s entire farm income. And 
no other kind of magazine reaches ther 
effectively. 


That helps explain why Country Gen- 
tleman has soared to 12th place among 
all magazines in advertising revenue. 


turn to Country Gentleman 
for Better Farming, Better Living 
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NOW casi in OW THE DRYER MARKET 


with the Whirlp 


aloe Gas or Electric DRYER 


IT’S PRICED LOW TO SELL FAST... 
IT HAS MORE SELLING FEATURES 
THAN ANY OTHER DRYER 


You’ve seen the rest...now, see WHIRLPOOL and 
you'll agree it’s the best! It’s loaded with sales features 
that make it move fast. It has exclusive circle-flo air cir- 
; culation for faster, more economical drying... it dries 
pa with “tempered” convection heat which is safer for 
é | clothes...it has forced air exhaust to remove more 
Pd efficiently all moisture. And both gas and electric models 
feature automatic stopping and restarting! Yes... for 
greater safety and convenience, the operation stops when 
dryer door is opened and restarts when door is closed . 
and it’s done automatically. But that’s not all. The gas 
model features an automatic pilot burner . . . no matches, 
no waiting...turning on electric switch ignites the 
pilot! And there’s more . .. much more. Get the complete 
story on this new, revolutionary WHIRLPOOL Dryer . 
mail the coupon today ...then you'll learn why dealers 
say, “I'd rather sell ic than sell against it!” 


NINETEEN HUNDRED CORPORATION 
St. Joseph, Michigan, U. S. A. 


For Over 50 Years Manufacturers of the 
World's Finest Home Laundry Equipment 


In Canada: John Inglis, Ltd., Toronto, Ontario 




















*199% 


st. Joseph. 


yer Catolog $09.1. 


POO Or 
prone ew WHIRL . 


of the n 
o FREE copy 
ease send me 


— 


DRYER 


a Fr a 
ae p | _ 
2 e——— 


E 
ywpiviDuAl’s NAM 


ELECTRICAL MERCHANDISING—DECEMBER, 1949 PAGE 37 
















: . | 2 oe 




























YOUVE COME TO THE RIGHT PLACE. 
AS I CAN SHOW YOU, THIS RANGE 
IS PERFECTLY SAFE AND EVEN IF 

HE DOES TURN ON ASWITCH THERES 

NO HARM DONE. AN ELECTRIC RANGE, 

YOU SEE, COOKS WITHOUT 

COMBUSTION, SO THERE'S NO 

FLAME, NO COMBLISTION FUMES. 

THE COOKING'S DONE WITH 

THESE HEATING 

ELEMENTS 


YOU CAN SEE 
FOR. YOURSELF 
WHY I WANT A 
RANGE THAT IS 





WHAT YOU NEED IS AN 
I HAVE TO WATCH HIM EVERY MINUTE... \ ELECTRIC RANGE LIKE 


HE'S AT EVERYTHING. I’M EVEN AFRAID ) MINE. HE COULDN’T 
TO LET HIM IN THE KITCHEN ALONE FoR. /po ANY HARM IF HE 
FEAR HE‘LL TURN ON THE RANGE DID REACH THE 


SWITCHES ON IT 


| Te Cl rae tas 
| = ~ | ’ 
ent a 
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I'D LIKE TO EXPLAIN SOME OTHER THINGS ABOUT THIS 
ELECTRIC RANGE, TOO. IT BURNS NO FUEL IN THE AN ELECTRIC RANGE IS REALLY ECONOMICAL. 
RANGE...JUST CONVERTS ELECTRIC ENERGY INTO BECALISE YOU COOK. ON “LOW HEAT” MUCH OF 
HEAT... SO THERE ARE NO PLUMBING CONNECTIONS. THE TIME...AND THE OVEN IS SO WELL INSULATED 
YOU'RE NOT DEPENDENT ON FUEL PRESSURE, NOR. AND POTS FIT SO SNUGLY ON THE TOP UNITS THAT | 
DO YOU HAVE To STORE A SUPPLY OF FUEL PURCHASED VERY LITTLE HEAT IS WASTED UNNECESSARILY. | 
<= IN ADVANCE. ELECTRICITY AND THERE/S NOTHING FASTER THAN | 
i IS AVAILABLE AT THE TURN ELECTRICITY FOR COOKING FOODS 
WHAT YOUVE TOLD ME SOUNDS 
WONDERFUL...BUT WHAT ABOUT OF A SWITCH, JUST AS BECAUSE THE HEAT GOES 
2 YOU TURN ON AN DIRECTLY INTO THE UTENSILS 
THE COST # AND HOW FAST ELECTRIC LIGHT ; 
WILL IT COOK 4 AND FOODS 
> \ 
~~” b 
= . 
oa Ww 
Ss | é 
; } “s — 
. ‘ a es 























- When cooking is Safe—of course, it’s electric! That’s why . . . 
Be Paced milion American fanlies switched to electric cating last yal 
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AN IMPORTANT 
MESSAGE FOR 


Appliance Salesmen 


BUT WHAT ABOUT 
THE ELECTRIC 
CURRENT... 
ISN'T THAT 
DANGEROUS 2 


BUT WHAT ABOUT 
BURNING THINGS 
LIKE CAKES IN THE 
OVEN, OR 
VEGETABLES I'M 
COOKING ON TOP 
OF THE 
RANGE 


IM GLAD YOU BROUGHT THAT UR 
ALL“LIVE” PARTS IN THIS RANGE ARE 
CAREFULLY ENCLOSED, YOU COULD EVEN 


TOUCH THIS HEATING ELEMENT WITH YouR 
FINGERS WHILE THE CURRENT IS ON FULL... 
WITHOUT ANY DANGER... BUT YOU'D HAVE TODO ITAS 
SOON AS YOU TURN IT ON BECAUSE {THEATS uP 


FAST. THE ELECTRIC CURRENT IS “INSIDE” 


IT ISN'T EASY TO BURN THINGS WITH AN 
ELECTRIC RANGE, BECAUSE THESE SELECTIVE 
HEAT SWITCHES GIVE YOU A WIDE RANGE OF HEAT 


CONTROL. TURN THEM TO THE HEAT YOU WANT AND 


THATS THE HEAT YOU GET. THERE'S NO 
GUESSWORK... ITS * 
MARKED RIGHT ON 
THE SWITCH 





®©@@@ 


—SSSSS— 








YOU CAN FORGET ALL ABOUT THINGS IN THE 
OVEN BECAUSE WHEN YOU USE THIS AUTOMATIC 
CONTROL, THEY JUST DON'T BURN. SET IT 
FOR YOUR BAKING OR ROASTING TIME AND 
IT SHUTS OFF AUTOMATICALLY 


THAT SOUNDS 
LIKE A GOOD 
IDEA 













THIS ELECTRIC RANGE CERTAINLY IS 
WONDERFUL! AND I FEEL PERFECTLY 
SAFE HAVING JUNIOR. IN THE KITCHEN 





YOU DON'T HAVE To“HIT‘EM OUT OF THE PARK” 

TO SELL MODERN ELECTRIC RANGES. YOU CAN 
USUALLY MAKE YOUR SALE BY JUST LEARNING THE 
PROSPECTS PRINCIPAL INTEREST, SELLING HER ON 





FEEL SAFER, TOO! 








NOW...IN FACT IT MAKES ME 





THAT, AND THEN COVERING ALL THE OTHER. 
ADVANTAGES OF ELECTRIC COOKING. IT’S 
LIKE PLAYING BASEBALL...YOU CAN GET A 
“HOMER” EVERY TIME IF YOU SWING 
IT RIGHT ! 












































"ADMIRAL + COOLERATOR + CROSLEY + FRIGIDAIRE 
“GENERAL ELECTRIC + GIBSON + HOTPOINT 
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Sales Sensation of the Year... 
New Zenith “Black” Tube Television 


t ° Upe 
he Amazing Picturemagnet”— 
Super-Sensitive 





$98995" Never before have there been such amazing television 
Ry ct adie improvements available to you as in these new Zeniths! 
Plus Federal Excise Tar 
New Zenith “Saratoga” Zenith} gives you pictures with great depth and detail 
An unprecedented value in television entertainment. With new Glare- — photographic realism. Sensational Zenith Glare-Ban 
Ban “Black” Tube—television’s greatest picture improvement! Has “Black” Tube (Blaxid od = Asia — 
“Big B” Giant Circle Screen and sensational new “Picturemagnet” ac ube (Blax1 e) greatly increases picture Clarity — 
built-in aerial. Plus Zenith’s exclusive One-Knob Automatic Tuning eliminates objectionable blur and glare. And now in 
and convenient Duo-Picture Control Switch. In handsome cabinet of 


genuine mahogany veneers. many primary areas, Zenith exclusive built-in “Picture- 


magnet” eliminates need for a separate aerial inside or out. 





ZENITH TELEVISION 





Yes, of course Zenith has a Built-In Antenna— 


PLUS These Sales-Proven Zenith Features 


New Zenith “Lexington” 


Quality television at its finest! 
New Zenith Glare-Ban “Black” 
Tube — gives greatly improved 
picture clarity in lighted 
rooms. With “Giant C” Giant 
Picture Screen and Zenith’s 
exclusive built-in “Picturemag- 
net” aerial. Simplified One- 
Knob Automatic Tuning and 
convenient Duo-Picture Con- 
trol Switch. An exquisite con- 
sole in genuine 


* One-Knob Automatic Tuning—one twist brings in station, picture, 
sound. Does automatically what on many other sets takes up to 5 or 6 
manual tuning operations. 


* “Gated” Automatic Gain Control — Zenith’s exclusive, automatic pro- 
tection against “picture flutter.” 


* Genuine Armstrong FM Scund—the FM of the experts. Glorious 
toned, static-free, even in worst storms! 


* Giant Circle Screen with Picture Control—gives you a choice of cir- 
cular or rectangular pictures at the flick of a finger! 


Plus Federal Excise Ta 


mahogany ve- $39995° 
neers. . 








Zenith has the great values ZENITH TELEVISION 





New Zenith “Regent” 

Television FM-AM Radio-Phonograph Combina- 
at ROVA, tion. With new Glare-Ban “Black” Tube and “Big 

ENI/ITH js LW Vi - B” Giant Circle screen. Has Zenith’s new built-in 
“Picturemagnet” aerial plus exclusive Duo-Picture 

Control and Simplified One-Knob Automatic Tun- 
ing. Matchless radio reception with Zenith’s new 
super-sensitive FM and famous Long-Distance AM. 
Revolutionary new 3-Way Cobrat Tone Arm and 


z Record Changer plays all records, all sizes, all speeds 
—automatically! All exquisitely com- 


bined in asuperb “Queen Anne” cab- 548995" 






on osmacts RADIO 
and TELEVISION 





ZENITH RADIO CORPORATION inet of genuine mahogany veneers. 
6001 W. Dickens Avenue, Chicago 39, Illinois Plus Federal Excise Taz 
*Suogested retail prices. West Coast prices slightly higher. Prices subject to change without notice. 
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For fractional 


horsepower motors 


PACKARD, 
ey 


MOTORS 


eome to headquarters! 










Our entire motor-building facilities 
are devoted to the production of 
fractionals. Our entire motor-build- 
ing experience—experience which 
spans 33 years—has been in the frac- 


tional horsepower motor field. 


And so we feel we are entitled to 
designate our fractional-horsepower 
motor-building operations as “head- 
quarters”... and to write “special- 


ists” after our name. 


If your fractional motor requirements 


call for quality in quantity, we will 


be glad to have our engineers con- 


GM 


sult with you. 





GENERAL 
f MOTORS 








Packard Electric Division, General Motors Corporation 
Warren, Ohio 


DRS FOR THIRTY-THREE YEARS 


ELECTRICAL MERCHANDISING—DECEMBER, 1949 


PAGE 


41 


















































Tire Independents Dealer and Service Man 
performs his 4ull functions and 
retains his full benefits with 


PHILCO 
TELEVISION 



















































































From the beginning, it has been Philco’s firm 
conviction that the sound growth of the television industry 
depends upon preserving for the dealer and independent 
service man their full functions, responsibilities and profits. 
We saw no reason why these vital links in the chain of 
distribution could not render in television, to the advan- 
tage of the buying public as well as themselves, the same 
service they performed in radio. That’s why, from the 
first, Philco refused to make ‘“‘sales agents’”’ out of their 
dealers and to appropriate the legitimate profits of the 


television dealer and service man. 


The strength and soundness of that policy is 


becoming more and more apparent each day. On every 


Philco television sale, the Philco dealer retains his identity, 
his responsibility and contact with his own customers. 
And the independent service man retains the opportunity 
to establish himself as an individual in his community 
and to reap the full business profits which properly 
belong to him. 


That has been and will continue to be the 

Philco policy in television. On this foundation we believe 
the public will receive the highest benefits and Philco 
dealers and service men will enjoy the biggest profits 
. as we bring to market the greatest advance- 
ments, performance, quality and value in the television 


industry. 




















_PHILCO | 


Famous for Quality the World Over 
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enables AlSiMag to meet 


unusual dimensional tolerances 





After firing, AlSiMag is extremely hard. Further 
finishing requires special tools, great skill. We have 

the tools and the skill and can meet almost any tolerance 
required. The closer tolerances involve commensurate 
cost. Even if you think your requirements are 
impossible, ask us. It is probable that we can solve 

your problem . . . well within practical cost 

limits. Ability to consistently comply with dimensional 
and physical requirements is another reason why 
American Lava Corporation is known as Headquarters 
for Custom Made Technical Ceramics. 


CORPORATION 


OFFICES: METROPOLITAN AREA: 671 Broad St., Newark, N. J., Mitchell 2-8159 © CHICAGO, 9 South Clinton St., Central 6-1721 
PHILADELPHIA, 1649 North Broad St., Stevenson 4-2823 © LOS ANGELES, 232 South Hill St., Mutual 9076 
NEW ENGLAND, 38-8 Brattie St., Cambridge, Mass., Kickiand 7-4498 © ST. LOUIS, 1123 Washington Ave., Garfield 4959 
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A MESSAGE TO AMERICAN INDUSTRY ° 79th OF A SERIES 


The 
Labor Union Monopoly 
Bites ALL Workers 








W hat kind of government is it which: 


. . » Prosecutes the Great Atlantic & Pacific Tea 
Company which it asserts handles about 612% 
of the retail food distributing business as an il- 


legal monopoly in restraint of trade, and 


. . » Seeks to break up four big meat packing 
companies and make them into 14 companies, 
charging the four with being a monopoly in 
restraint of trade, but 


. . » Makes no move whatsoever to apply the 
federal anti-trust laws to the exercise of virtu- 
ally 100 percent monopoly control of labor in 
the coal industry, and the only slightly less com- 
plete monopoly control of labor in the steel 
industry? 


The answer to that question is simple. It is class 
government of the most flagrant type, a govern- 
ment by which special privileges are dispensed 
without justice and to the great injury of all 
workers. It is the kind of government which will 
lead to the early sacking of the American en- 
terprise system and the personal freedoms of 
workers. 


In legal terms the explanation of this flagrant 
affront to good government is also simple. In 
1932 labor union activities were given virtually 
complete exemption from the application of the 
federal anti-trust laws by passage of the Norris- 
LaGuardia Act. 
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When the Norris-LaGuardia Act was passed 
labor unions were relatively weak. Only about 
16% of the nation’s industrial workers were 
organized, only about 12% of the steel workers. 
About two-thirds of the coal miners were union 
members, but only half that number were paying 
dues. The country was in the depth of its worst 
depression. The unemployment of about one- 
fourth of the labor force made monopoly control 
by labor seem so remote as to be almost fanciful. 


But after only seventeen years devoted to the 
promotion of labor union organization by the 
federal government, we have labor monopoly 
with us. In its power and scope it makes the 
alleged business monopolies being prosecuted 
under the federal anti-trust laws seem positively 
piddling. In its manners it makes the old-time 
business monopolists look like Lord Fauntleroys. 


What is lacking, grievously lacking, is action 
by Congress; action to shape our federal anti- 
trust laws to take account of the labor monopoly 
that has become the dominant national force in 
our country today—a force that is leading to the 
loss of freedom of all workers. 


Before labor monopoly is broken up, as it must 
be broken up if our economy is not to be per- 
manently wrecked, other steps will no doubt be 
required. But one test more than any other will 
be the touchstone of the nation’s determination 
to keep its economic and personal freedom. It is 
what it does to see that labor monopoly re- 


ceives the same treatment under the federal 
anti-trust laws as any other kind of economic 
monopoly. 


The purpose of the federal anti-trust laws is to 
break up monopoly and preserve fair competition 
in the United States. It is a fine purpose. The 
wisdom and fairness of its application in partic- 
ular cases is often open to challenge. But in spite 
of bad administration every farsighted business 
man I know is a staunch defender of our na- 
tional anti-trust policy. 


At present, in the exemption of labor monop- 
oly, we have a breach in that policy which, if 
not closed, will soon become fatal both to the 
policy and the enterprise system it is designed 
to foster and protect. 


The main thing wrong today with Great Britain 
and indeed all Europe is that no effective anti- 
trust laws are in existence to protect the public 
from business and labor monopolies, to guaran- 
tee personal freedoms. No free economy in 
Europe or America can prosper as long as pro- 
tected monopolies remain and flourish. 


While your representatives in Congress are home 
with you talk to them about the special privi- 
leges now granted to labor union monopoly. 
You would serve your country well by finding 
out what they intend to do about it before it is . 
too late. 





President, McGraw-Hill Publishing Company, Inc. 























ELECTRICAL MERCHANDISING—DECEMBER, 1949 


PAGE 


45 





* Sele an sight 
60 miles from 
9 Slaton!” .. 


i i 
es 


























PAGE 46 DECEMBER, 1949—ELECTRICAL MERCHANDISING 











“TV reception in Flint is so difficult that most dealers 
dropped TV like a hot potato. But we sent out two 
travelling TV studios equipped with G-E Daylight 
Television sets and demonstrated right in the pros- 
pect’s own driveway. Our first two weeks on wheels 
sold 21 G-E receivers. Seeing was believing! You 
have to have good receivers, good salesmen, good 


servicemen—60 miles from the nearest TV station.” 


sae 4 


Greenley’s, Flint, Mich 


&) The 1950 G-E models are loaded with new fea- 
tures! Amazing new life-like picture quality, plus 
greater eye comfort. Plus built-in antennas! Plus sen- 
sational Automatic Sound! Just tune the best picture— 
the sound is right every time! No re-tuning sound 
when changing channels. No drift effect. You can 
tune out many local interferences. For TV that sells 
on sight, don’t waste a day—phone your G-E Distrib- 
utor now or write today to General Electric Company, 
Receiver Division, Electronics Park, Syracuse, N. Y. 
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CHILL CHEST Now Offers Complete Line, 


‘Bigger 


Completely Redesigned Line 
Gives You Many Selling and 
Profit-Making Advantages | 


The NEW 1950 CHILL CHEST Line 
is designed to give you the best in | 
the home food-freezer field at new, | 
attractive, sales-producing prices. 

CHILL CHESTS offer a complete 
range of sizes in capacities that fea- 
ture advanced styling and conveni- 
ences wanted most by housewives 
everywhere. 

Superior engineering—backed by | 
years of specialization in low-tem- | 
perature refrigeration manufacturing 
— has made possible the increase of 
usable food-storage space in the 
CHILL CHEST Line without bulki- 
ness or waste of floor space. For ex- 
ample, the CHILL CHEST Model 
FF-230 provides for 23 Cubic Feet 
(920 lbs.) of frozen-food storage in 
a unit no larger than the average 20 
cubic feet capacity home food freezer. 

1 CHILL CHEST offers many ex- 
clusive advantages—features like 
the KWIK-KOLD Freezing Wall, 
FROST-FREE Seal Zone, Long-Life, 
Tecumseh Sealed Refrigeration Unit 
— Features that make selling easier. 

Your best profit-maker is the home 
food-freezer ...the BEST home food- 
freezer line is the CHILL CHEST. 


“IT'S WISE TO COMPARE!” Satisfy 
Yourself —Then Tie-In With 
the CHILL CHEST PLAN for ’50 


A Revco CHILL CHEST Franchise 
is valuable to you! Backing up deal- 
ers is an important advertising and 
merchandising program introducing 
“THE THRIFTY BUY IN ’50” to 
consumers through National and Re- 
gional Magazines. 

Naturally, every selling-aid to help 
you at-the-point-of-sale is available 
— Consumer Literature, Newspaper 
Mats, Radio Script, Window and 
Interior Banners and other effective 
selling aids. 

There’s no reason to pass up sales 
and profits in your territory — so get 
all the details NOW about the 
CHILL CHEST PROGRAM. Learn 
how easy Profit-Selling can be with 
the CHILL CHEST LINE...“THE 
THRIFTY BUY IN ’50!” 


BE SURE YOU SEE THEM AT 
CHICAGO JANUARY MARKET 


VISIT REVCO AT THE MERCHAN- 





DISE MART DISPLAY SPACE 1454 
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Capacities, AT NEW LOW PRICES! 


KWIK-KOLD FREEZING WALL*FROST-FREE SEAL ZONE*OPERATING ECONOMY 


f / CU. a 2 CU. 
ae FT. 


Model FF-150 





‘CU. 
FT. 


Model FF-80 


Revee GUM CHEST 


THE, FINEST IN HOME AND FARM FOOD FREEZERS 


Model FF-230 








STUDY THESE FEATURES...Compare Them with Any Others! 


KWIK-KOLD Aluminum FREEZING WALL... Freeze Foods Faster ... Easier to Clean... Non-chipping 
FROST-FREE SEAL ZONE... Retards Frost, Giving Perfect Lid Seal . . . Thrifty Cold Retainer 
FEATHER TOUCH LID ACTION... Thrifty on Housewife’s Energy 
AUTOMATIC INTERIOR LIGHTING .. . Easy to Find Foods... Lights up Darkest Corners 
REMOVABLE COMPARTMENT SEPARATORS... Helps make Thrifty Use of Interior Storage Space 
NEW EASY-TO-LIFT BASKETS ...A Real Convenience ... Foods Easily Stored — Easily Reached 
, LONG-LIFE TECUMSEH HERMETIC UNIT... Thrifty, Dependable Operation 
ADJUSTABLE TEMPERATURE CONTROL... Another Thrifty Feature ... Gives Complete Freezing Range 
AUTOMATIC TEMPERATURE SIGNAL... The “Watchman” Always on Duty... Warns Against Rising Temperature 


r— - FEATURE for FEATURE, DOLLAR for DOLLAR, CHILL CHEST OFFERS QUICKER SALES AND MORE OF THEM! 


Roveo INC. © DEERFIELD, MICHIGAN 








NATIONAL DISPLAY SPACE —1454 MERCHANDISE MART —CHICAGO 
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W/Z ZF Revolutionary 


DEVELOPMENT EVER OFFERED 
IN THE HOME FREEZER FIELD! 
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It’s the most amazing profit opportunity ever offered in 
the freezer field. When you display and demonstrate the 
Coolerator Freez-R-ator you offer the only 2 in 1 appli- 
ance for the safe preservation of both fresh and frozen 
foods. Best of all, the Freez-R-ator is as sensationally 
priced as it is featured. b 

It’s big, yet surprisingly compact. The “‘Family-Size”’ if 
below Zero Freezer Section offers 15.5 cu. ft. of capacity F 
—holds over 500 Ibs. The Refrigerator Compartment 
provides 3 cu. ft. of ideal storage for fresh food. It will 
keep fruits and vegetables in perfect condition until 
they’re ready to be frozen. It’s ideal for quick chilling a 
_J case of beverages—storing fresh meats—or supplement- 
ing a regular refrigerator. In addition it provides ideal f 
conditions for defrosting frozen foods under controlled o 
temperatures. See the new Freez-R-ator at your Cool- n 


A REVOLUTION IN REFRIGERATION cnheaieaa nia 


The daringly different Coolerators for 50 hold more F 
food—take less space—because they provide all 
safe cold top to base and front to back. The sketch at QY Gio ; 
the right shows how the amazing new Zerolator is eY Ly 
mounted on the back to free the whole interior for 
safe food storage. This all-new design makes it pos- 
sible for Coolerator to offer the world’s first genuine ® ‘ 
Space Savers—big 93 cu. ft. models only 28” wide. Another Coolerator First for ‘50 
See the finest ‘“‘Leader Model” in the industry—the 
best natural “Step-Up” since the war—at your THE COOLERATOR COMPANY 
Coolerator distributor now. DULUTH 1, MINNESOTA 

CHICAGO OFFICES—11-107 MERCHANDISE MART 
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By SEYMOUR P. NAGAN 


McGraw-Hill Washington News Bureau 


next January, one issue that’s sure to rank 
high on its agenda is revision of excise 
taxes on appliances and other consumer goods. 

Sentiment for excise cut-backs has been building 
up for some time now. Businessmen—and many 
Congressmen, too—have been quick to point out 
the braking effect these taxes have had on sales, 
at a time when sales were already down. 

During the first eight months of this year, for 
example, manufacturers’ excise taxes on various 
types of home appliances added $136-million to 
the prices consumers had to pay. Not even the 
President’s economic advisers deny that this mar- 
gin has slowed down appliance sales. 

A bill to cut some excises back to prewar levels 
—to reduce them by more than 25 percent—passed 
the Senate Finance Committee back in June. In 
its current form, the bill wouldn’t ease the load 
on appliances much, because in this field only the 
electric light bulb rate would be cut back—from 
20 percent to five percent—knocking an estimated 
$20 million from cost of light bulbs. However, 
amendments to provide relief for the appliance 
industry would almost surely have been offered on 
the Senate floor. 

But the Committee proposal never got to the 
Senate floor. It was sidetracked during the recent 
rush to adjourn. For one thing, it couldn’t com- 
pete for Congress’s time with bills on the Admin- 
istration’s “must” list. For another, there was 
opposition to any measure that would cut revenue 
by $1.5 to $2 billion; last summer, you'll recall, 
it looked as if the Government was headed for a 
larger deficit than is now anticipated. 


Wi. Congress gets down to work again 


Chance for Cuts in 1950 


But, as the new year opens, the situation is 
changed. With part of the President’s program 
already disposed of—one way or another—the 
excise tax’s priority has riseri. Increased pressure 
for cuts is still coming from businessmen and trade 
associations. And now the recent upturn in busi- 
ness activity has diminished—though by no means 
abolished—the prospective budget deficit. So pros- 
pects for action on an amended version of the bill 
now before the Senate are fairly bright for 1950. 

Here’s a comparison of the excises currently in 
force with prewar rates—and with the rates which 
Congress is likely to vote on appliances: 





Guestimates 
Current Pre- of New 
Rate 1941 Rate 


(Percent of manufacturers selling price) 


Electric, Gas and Oil 10 055 
Appliances 

Light Bulbs and Tubes 20 5 5 

Radios, Phonographs and 10 55 5 
Parts 

Refrigerators (Household) “ 10 55 5 

Air Conditioners 10 5.5 0-5 
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| Will Excise Taxes be Repealed ? 


Appliance and radio sales declines, a smaller - than - predicted government 


deficit and higher priority in Congress mean new hope for trade demands 











WHAT THE GOVERNMENT GETS IN EXCISE TAXES ON APPLIANCES AND RADIOS 
(in thousands of dollars) 
Radio Sets, 
Electric, Gas & Light Bulbs Phonographs & Refrigerators & 
Oil Appliances & Tubes Components Air-conditioners 
1948 
i si behaicsinie Waar $6,761 $1,867 $6,186 $2,374 
896 2,911 6,174 6,664 
March 7,488 2,748 5,211 4,006 
April 8,968 1,791 5,714 4,622 
May 7,917 2,650 4,741 7,497 
[Re eee 7,527 1,648 4,606 5,333 
July 8,320 771 4,060 8,246 
Aug 8,568 1,996 3,927 5,500 
Sept. 7,031 2,244 4,244 7,089 
ae 7,369 2,264 4,016 4,881 
Nov 7,713 2,366 4,831 7,183 
Dec 9,301 2,798 5,634 6,575 
1948 Total $93,859 $26,054 $59,344 $69,970 
1949 
Jan.. $5,084 $2,016 $4,773 $4,729 
Feb... 5,567 2,787 4,242 5,552 
Nock rales 6,218 2,005 3,502 7,882 
ME boos cles sina 5,262 3,170 4,002 6,439 
EEE Ere 5,374 2,310 3,595 8,298 
ME 6 ar sonie ew 5,126 1,443 2,332 5,518 
cry. ¢ nnew es 5,895 1,750 3,803 5,434 
Meese oes 0's 4,487 296 1,897 5,415 
1st 8 mos. 1948........ $62,445 $16,382 $40,619 $44,242 
1st 8 mos. 1949........ $43,013 $15,777 $28,146 $49,267 











Though prospects have improved, there’s still 
no guarantee that an excise repealer will have 
smooth sailing—or even that it will eventually 
pass. There are men in the Treasury and in Con- 
gress who think that—good times or bad—there 
are sound arguments for keeping the existing 
levies. And they talk a pretty convincing case. 

Do Taxes Kill Sales? 

After restating their belief that the revenue is 
indispensable, the anti-repealers will get down to 
brass tacks on the really significant question: are 
excises responsible for the 1949 slump in sales? 

They would say no. Here are three reasons why. 

(1) Treasury figures don’t show that excises are 
necessarily responsible for the downturn in the 
appliance business. 

The anti-repealers are willing to grant that total 
appliance sales during the first eight months of 
1949, as reflected in appliance tax receipts, were 
down 17 percent from the comparable period of 
last year. But when you break the total down by 
various categories, you find that, for some types, 
this vear’s business will actually exceed that of 
1948, , 

It’s true that sales of electric, gas and oil appli- 
ances were off 31 percent in the eight months 
period and radios and phonographs were down that 
much, too. 

But light bulbs and tubes just about held their 
own while sales of refrigerators and air-condition- 


1949 


ing units were actually up more than 11 percent. li 
excise taxes are so restrictive, the anti-repealers 
ask, why haven't they affected refrigerator sales? 

(2) The excise taxes are all levied on the man- 
ufacturer’s—not the retailer’s—selling prices. This 
means that the tax the consumer pays is consid- 
erably less than the percentage implies. 

Take, for example, a refrigerator retailing for 
$200. The manufacturer’s price might be $120. At 
a 10 percent rate, the excise tax comes to $12— 
not $20 as the mere expression “10 percent excise 
tax” implies. Put another way: the levy on the 
refrigerator amounts to only six percent of the 
retail selling price. 

(3) Factors other than price are major deter- 
minants of consumers’ decision to purchase. Gen- 
eral uncertainty about jobs and future level of 
income can weigh more heavily in a buyer’s mind 
than a six percent price differential. Then, too, 
there is competition with all other products for 
free dollars; the lure of a new automobile may 
elbow a refrigerator out of a consumer’s capital 
budget—even before the consumer begins to reckon 
prices. 

All these arguments are expected to have a 
dampening effect on the campaign to cut excises— 
but they won’t stop it cold. Now that President 
Truman has reiterated his demand for higher 
corporate taxes—which will lessen the need for 
excise revenues somewhat—appliance dealers have 
more than a little reason for optimism. End 
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LITTLE boy pedaling a bicycle 
home one evening in 1905 


started something that promises 
to become the nucleus of a super- 
charged selling idea in 1950. 

This lad was with the Colorado 
Public Service Co. in Denver and in 
the wire basket on his bicycle he was 
toting a bunch of the newfangled flat- 
irons that the Colorado Public Service 
was introducing. He was tired and 
didn’t want to push this dead weight 
clear across town. So he rang a door- 
bell, told the lady of the house who 
he was and asked if he could leave an 
iron overnight, promising to pick it 
up in the morning. 

This housewife and several others 
agreed to help the boy in his plight. 
Naturally, with one of the newfangled 
electric irons in their grasp, they were 
bound to try it out. Next morning the 
boy returned to pick up his load and 
found that they all wanted to buy them. 
Thus was born the idea which helped 
Public Service of Colorado to dispose 
of its first carload of irons, almost 45 
years ago. 

Today experts who have had actu- 
arial experience in calculating possible 
returns of direct mail campaigns are 
working to apply the system to the 
appliance market. It is well known in 
mail order fields that you can easily 
make a double-your-money-back guar- 
antee and few people will take advan- 
tage of it. It is equally well known 
that from each good mailing a certain 
percentage will kick back with orders. 
That’s the way the mail order busi- 
ness is operated. 


Risks Can Be Calculated 


Accordingly, when an appliance is 
offered to a housewife on a free trial 
basis, and the proposition set forth 
clearly and convincingly, it can confi- 
dently be expected that from a 200,- 
000 mailing there will be about. 10,000 
returns (if the proposition is attrac- 
tive). 

These are called “commitments.” But 
you can only run this kind of an offer 
with a selected list. The proposition 
can not be made to every Tom, Dick 
and Harry without reference to their 
credit standing. For example, a cer- 
tain furniture company in Chicago has 
a list of from 300,000 to 400,000 names. 
These are people they have sold over a 
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number of years. Of these, probably 
175,000 to 200,000 are good active ac- 
counts, people who are on record as 
paying their bills. This latter list can 
be used in a deal like this. 

These are the kind of commitments 
that you must get back from your mail- 
ings and you have to know this in 
advance. To these sound risks are first 
delivered the appliances on trial. There 
are several ways of controlling the 
orders. If it is sent out for a ten days’ 
trial, and slides over into 11 days, they 
have bought the goods, and the store 
commences billing them for it. The 
store has their signature to an order, 
and it is considered a firm purchase. 

The psychology of the situation lies 
in the fact that very few people know 
how long they have kept an item. They 
do not keep track of time, just as they 
always forget to ask for money back 
on a money-back guarantee. If the 
item is a good one, and the customer 
has tried it out, it usually sticks. 


Handle Squawks Fast 


Like any smart mail order house, 
the dealer leans over backwards in 
handling any squawks. He doesn’t 
want to get in trouble with the mails 
and makes good instantly on any prom- 
ises to those who get vociferous. 

Now for returns. Suppose out of 
10,000 appliances sent out, some of 
them come back after the free trial 
period. The experience tables and tests 
that have been run show that about 
five percent will do this very thing. 
Suppose out of 200,000 mailings, there 
were 10,000 commitments, and it can 
be confidently expected that only about 
five percent of these will send the stuff 
back, which makes 500 appliances be- 
ing returned. (The percent of returns 
depends a great deal on the thinking 
of the husband as to whether the appli- 
ance is a household necessity or not. 
If he feels his wife has done some- 
thing silly and extravagant, returns 
will run up. If he acknowledges the 
item as a household necessity, he will 
let the family purchase it.) 

Say that 500 appliances come back. 
Of these it has been found that about 
five percent will be damaged. This 
makes around 25 items that need fix- 
ing. Sometimes some plastic needs 
replacing, sometimes the stainless steel 
needs a little refurbishing, and some- 


No longer the exclusive province of 


mail order houses, the direct mail offer 


of free trials is a new tool for dealers— 


but its use requires special sales skills 


times the item has had a fall from a 
17-story building and is a total loss. 
The fragility of the item must be 
taken into consideration in advance. 

Sturdy items like irons stand up 
beautifully under this sort of treat- 
ment. On the other hand, a roaster 
manufacturer recently turned down 
such a plan. It was felt that 25 out of 
a hundred roasters would return be- 
cause it is a major appliance item 
which needs education to stay sold. 
While 75 percent of the returned roast- 
ers could be sold on an almost new 
basis, the damage to the remaining 25 
percent—which would be approxi- 
mately six roasters out of tlre original 
hundred pyt out—would require re- 
pairs beyond the dealer’s facilities and 
would have to be sold as second hand. 
Furthermore, the loss might be large 
enough to cut into the profit on those 
that stuck. 

“It is my feeling that there would 
be a large number of roasters returned 
on a trial basis because American fam- 
ilies have not been sufficiently edu- 
cated as to their value,” said a spokes- 
man for one manufacturer. “All too 
often the husband would feel that his 
wife had indulged in an unnecessary 
luxury. This might not be the case, 
but was instrumental in causing us to 
turn down such a proposition. If a 
dealer had repair facilities handy, he 
might fix up the roasters which came 
back damaged and salvage his invest- 
ment in them.” 

There is another angle to the feel- 
ing of roaster manufacturers that their 
product was not meant for this sort 
of thing. Roasters come packed in a 
way that makes it almost impossible to 
get them back in the original package 
once they are out. 

The success of portable ironers in 
this field make it a natural for the 
free trial. In the first place, about all 
that can happen to a portable ironer 
is a damaged cover, which can easily 
be replaced. Second, a chance to play 
with an ironer in the privacy of her 
own home will overcome most women’s 
prejudices against ironing machines. 

There is an angle to the free trial 
proposition that must be considered. 
It is legal. 

Federal laws insist that if a manu- 
facturer makes a proposition to one 
firm, he must make it to all comers. 
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Several outfits have gotten snarled 
up on this point. Now it is obvious that 
the only firm that can do justice to 
such a proposition is the firm with a 
tested mailing list, a good credit bureau 
and an organization used to making 
collections and pickups. Obviously, a 
small dealer without these facilities 
cannot in the very nature of things 
put on such a program. He could easily 
find the free trial offer a bottomless 
sink. Just as there are areas in the 
big city in which insurance companies 
will not sell any fire insurance, so 
there are risks involved which make 
such a proposition very chancy for 
some setups. For this reason, very few 
manufacturers will sponsor a free trial 
basis directly. It usually stems from 
some distributor who knows the dogs 
from the cats in his territory and, 
while not refusing an applicant, very 
often will personally sell him out of 
the idea if he is not fitted for it. 

Advocates of the free trial idea feel 
that it is a natural for the department 
store, which has the hot breath of the 
chain breathing down its neck. Depart- 
ment stores today are looking for ways 
and means of bringing traffic onto the 
floor and have extensive mailing lists 
and credit records. This deal will catch 
a lot of trade of proven caliber and 
keep it coming into the store. And as 
Marshall Field once said, it is worth 
50¢ a customer to get people into the 
store. 


The “Open End” Credit Idea 


In a sense, the proposition is a varia- 
tion of the old “open end” credit so 
famed in appliance selling. The open 
end credit idea is simply a device which 
permits a dealer to add on more mer- 
chandise to a customer’s order when 
he gets his payments down far enough 
as to be approaching the end of his 
debit. This step is widely practiced and 
is in reality a no-money-down sale. 
If it can be done safely with people 
on the books, asks the spokesmen for 
the idea, why not with good credit 
risks? 

The Scotch proverbs are all to the 
effect that nobody likes to be in debt. 
As a matter of fact, it appears that 85 
percent of the population loves buying 
on time and doesn’t mind that a bit. 
The year 1950 is going to see this idea 
exploited. End 
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SATISFIED CUSTOMERS like happy Mrs. 


Anderson are Bass-Miller’s best sales- 


men, their kitchens his demonstration rooms. Store displays, says partner Wille, 
lack a “‘lived-in look’’; actual jobs prove that worst kitchen can be modernized. 


How One Kitchen 


DELLS ANOTHER 


Dealer Ray Wille, partner in Bass-Miller, Culver 
City, Calif., uses remodeled kitchens as his demon- 


stration rooms, their owners as his salesmen, and 


“before and after” pictures as evidence of his work 


By HOWARD 


a os most effective place to 
sell a prospect on a new 
kitchen is in the home of a 
satisfied customer,” says Ray Wille of 
Culver City, Calif. Competition from 
other appliance dealers who have one 
or more model kitchens in their stores 
doesn’t bother Wille or others in the 
concern called Bass-Miller. “We've 
got scores of model Kitchen-Kraft 
kitchens to show to prospects, but they 
are where they do us the most good— 
in somebody’s home. 
“We’ve been so busy with the kit- 
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J. EMERSON 


chens we've sold by taking prospects 
out to see our previous installations, 
that we haven’t had time to set up a 
model kitchen here at the store. But 
even when we do, we will continue to 
do most of our selling outside, in the 
homes of people who have been satis- 


fied with the kitchens we have designed “ 


and installed for them, and by using 
‘before and after’ pictures of the jobs. 
“T think that many appliance dealers 
are overemphasizing the selling qual- 
ities of a model kitchen in the store. 
(Continued on next page) 
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PREPARING THE PROSPECT for a demonstration of what the firm can and does 
do, dealer Wille takes them out to a completed job, shows them first a ‘‘before’’ 
picture, like this one of Mrs. Anderson’s old kitchen 


| <| 








AFTER SEEING Mrs. Andersons kitchen and hearing its owner praise it, pros- 
pects like Mrs. George McClintock are convinced of the desirability of remodeling, 
soon become satisfied customers—and salesmen—themselves. 





To see Mrs. McClintock’s Kitchen, turn the page—>» 
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WHAT HAPPENED TO MRS. McCLINTOCK’S KITCHEN... 












Wasted Kitchen Windows .. . . . . IHuminate a New Sink 











BEST LIGHT in Mrs. McClintock's kiichen was under three double-hung windows, STEEL CASEMENT replaces old window. Double bowl Kitchen-Kraft sink with 
but old sink was in opposite corner. Wille had to persuade family to let him Waste King disposer moved into place flanked by steel cabinets with Formica 
close off extra door at right counters, Coralite walls, new lighting. 








The Range Center Before... ... And After Modernizing 


COOKING CENTER had old equipment, inefficient arrangement, very little AROUND A NEW Westinghouse range, Wille designed and built this efficient 
storage space, open ventilation. Food was stored more than 20 feet away and modern cooking center with above average storage space, more electrical 
Breakfast table sat in middle of traffic area. outlets. Trade-Winds Clipper blower was installed above range. 





Old Sink Area Becomes...  .. . Storage and Breakfast Nook ‘ 
HEADACHE to Mrs. McClintock was sink center in dark corner. Window over WITH SINK MOVED to window location, plenty of cabinets to handle food 
sink looks into pantry. Door at right leads to service room and rear exit. The storage, pantry becomes breakfast area with custom leather seat, recessed light- 
house is about 25 years old ing, dish storage and serving space at left. 
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... AND WHAT MRS. McCLINTOCK’S KITCHEN COST 











ING 











Kitchen Kraft steel Cabinets. 
Lumber and materials........« i... 
Coralite for walls (installed) 


Breakfast nook 





Examples of good installations show prospects that modern kitchens give 
them a lot for their money. $2,114 may sound high to a prospect until, 
by showing her the job in the home or through photos, she sees just what 
she’s getting and where the cost goes. 
Mr. and Mrs. McClintock for the completely remodeled kitchen pictured here. 


Window (steel casement) installed... 


Formica for sink and counter tops... . 
Plumbing (including Waste King disposer) . 
Electrician (including Trade Wind blower). 


Pe III, ow. cc dvcpvnccduce 


Move partitions, carpenter, plastering, painting and decorating. 


Below is the Bass-Miller billing to 


$2,114.00 








HOW ONE KITCHEN SELLS ANOTHER (Continued) 


Certainly it has its value, and every 
dealer handling a line of cabinets 
should have the best one he can set up 
—but relying on that model alone as 
a sales tool can be a mistake that will 
lose sales.” 

Bass-Miller operates as a partner- 
ship. From its location on W. Wash- 
ington Blvd., directly across the street 
from the giant Metro-Goldwyn-Mayer 
studios, the concern sells and installs 
kitchens and appliances throughout 
metropolitan Los Angeles. Recently, 
Ray Wille bought out the Bass in- 
terest, becoming an active partner with 
Al Miller and H. W. Owens, who 
serves in a secretary-treasurer capac- 
ity. The kitchen end of the business is 
handled through an additional two 
specialty salesmen who develop leads, 
and four workmen who specialize in 
cabinet and appliance installation and 
in shaping and installing Formica. All 
other work is handled through sub-con- 
tractors for the plumbing, wiring, tile, 
etc. When time and additional space 
permits, there will be a model kitchen 
utilizing the concern’s line of Kitchen 
Kraft cabinets and sinks, and they will 
use it, says Wille, but for the purposes 
for which it is best suited. 


Use the Customer 


“As a display, the model kitchen in 
the dealer’s store catches attention and 
creates interest. It is a good piece of 
on-the-floor advertising that will get 
prospects—in direct proportion to the 
dealer’s traffic. As a live display it is 
valuable because it is better than a 
catalogue to use in showing the wide 
variety of cabinet styles and appliances 
that are available for the modern 
kitchen, and it is a good place to show 
how they work,” Wille believes. “But 
as a sole means of making a couple 
contract for a new kitchen costing from 
several hundred to several thousand 
dollars—well, there’s something miss- 
ing in the average model kitchen in 
the store. I suppose it is ‘life’ or 
‘warmth’ or a ‘human touch’. Maybe 
it is like what the women say— ‘It 
doesn’t look lived in’, Anyway, what 


ELECTRICAL MERCHANDISING—DECEMBER, 


the store’s model kitchen doesn’t have, 
the new kitchen in somebody’s home 
does have! 

“You know, I’ve talked with many 
a woman who really didn’t believe that 
you can create the type of modern steel 
kitchen that you are trying to sell her. 
She doesn’t understand the flexibility 
of steel cabinets and how well they are 
designed to blend with the new electric 
appliances. She isn’t familiar with 
what can be done with the new types of 
floors, wall and counter coverings. She 
can, and often does, look at the model 
kitchen in a store and say, ‘That's 
beautiful and wonderful and it is fine 
here, but nothing like that could ever 
be built in a house like mine.’ 


Preparing the Prospect 


“And the way we're selling now, 
that’s the point where I would hustle 
her right out to a kitchen which we 
had designed and installed in a home 
which I judge to be the same age and 
value as hers. On the way out I'd let 
her look at a set of ‘before’ pictures of 
the kitchen we're going to visit so that 
she would have a good idea of what we 
started with. When she walks into 
that new kitchen she is going to be one 
startled woman. She is going to have 
respect for our ability right then and 
there. There won’t be any question 
but that we can do what we say. But, 
that doesn’t convince her that she 
ought to have such a kitchen. 

“We leave that up to the owner of 
the kitchen we visit. Most customers 
are very proud of their new kitchen 
and they are anxious to talk about it 
and to show how everything works. 
Prospects usuaily ask the owner about 
the operation of the mechanical appli- 
ances, how the cabinet doors work, the 
types of cabinets she selected, what 
floor and counter coverings. The en- 
thusiasm that the owner has for her 
new kitchen ‘s a powerful influence on 
the prospect. So we don’t speak unless 
we're spoken to—let the customer do 
the selling.” 

Now, says Wille, while the customer 
is “hot”—get her out to her own home 
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and show her that she can be an 
equally lucky woman with a similar 


‘kitchen tailored to her own needs and 


within the ability of her husband to 
pay. The sooner she returns to her 
home after visiting another woman's 
new kitchen, the better. The contrast 
will be a strong selling point. If the 
dealer already has estimated the job, 
he can lead the prospect into discussion 
of cabinets, floor coverings, counter 
tops—anything to keep her moving 
toward the signing of a contract. Ar- 
ranging for a session with the husband 
that evening before the woman has 
stopped describing the beautiful 
kitchen that she saw that afternoon 
is another step toward the sale. 


No Standardized Technique 


Wille’s selling technique in a pros- 
kitchen isn’t standardized. 
“Every prospect’s needs are different 
and you have to guide the sales talk to 
the individual,” he feels. But there 
are some practices which he has found 
valuable. After his first glance around 
the old kitchen he will comment, * Mrs. 
Soandso, you're killing yourself with 
this kitchen.” Of course, she’s felt 
that way for years and is ready for the 
emphasis on the work-saving features 
of the modern steel kitchens, which is 
the basis of his major selling story. 
Adapting the work-saving story to the 
individual prospect requires technique 
and experience. To one prospect, work 
saving may mean that she will need 
less hired help in the kitchen, or that 
the modern steel kitchen will so please 
the maids that they will be easier to 
handle. To another, it means that her 
personal time in the kitchen will be 
lessened, permitting her more time for 
outside activities. The mother of sev- 
eral children sees the new kitchen as a 
means toward less physical work and 
better results in serving the family. 
Others are interested in the pride of 
ownership—some in what the facilities 
will mean in their entertaining. Ana- 
lyzing the prospect, watching her re- 
actions, the general appearance of her 
family and her home give the salesman 
most of what he needs to direct his 
sales talk most effectively. 


pect’s 


Before and After Photos 


Supplementing this selling in the 
prospect’s home and in the homes of 
customers, is the use of “before and 
after” photographs. .\ file of such 
photos of their jobs, arranged locally 
with Lionel Ormsby of Dozier Graham 
Eastman, agency for Midwest Mfg. 
Co., manufacturers of the Kitchen 
Kratt line, are put to use in initial 
contact with prospects. Particularly 
are these photos valuable with 
prospects who are “lukewarm”. Such 
a prospect may have toyed with the 
idea of a new kitchen, but has no 
idea of what a major difference mod- 
ern kitchen planning can make to a 
home; she can be given an immediate 
impression from the photographs. See- 
ing photographic evidence of the re- 
habilitation of a kitchen most likely as 
old and ugly as her own, can move the 
prospect on enough to get her out to 
one of the previous jobs. From there 
on, regular selling takes place. 


And as a means of getting people 
interested in new kitchens, Ray Wille 
doesn’t overlook old customers as a 
source of prospects as well as sales- 
people for the prospects he digs up. 
He has found his customers doing a lot 
of selling on their own. Several! have 
held “open house” for their friends to 
show off the new kitchen. These 
“kitchen warmings” were held without 
aid or abetting from the boys at Bass- 
Miller, but one can be certain that the 
name of everyone who attended found 
its way back. For Wille believes in 
keeping in touch with his customers. 
Even the little jobs produce prospects, 
he’s found. There was a simple in- 
stallation on one steel cabinet—total 
bill $40—which produced several 
prospects in the neighborhood from 
which Wille sold three complete 
kitchens. In another case, a2 woman 
called Bass-Miller to ask if she could 
get a “hollywood” screen door of the 
type they had installed on a new 
kitchen nearby. On his visit to her, 
Wille had a chance to look over her 
kitchen, suggest a modernization job, 
and give an estimate. The result was 
a $3,000 contract for a modern steel 
kitchen. The woman’s husband is 
still complaining good naturedly about 
“the high cost of screen doors.” 


Satisfying the Customer 


It is obvious that the dealer who 
wants to use the last kitchen to sell the 
next one must see that his work before, 
during and after the sale builds a cus- 
tomer so satisfied that she will fit into 
this selling method. Building such a 
customer begins with the estimate, 
Wille believes. “Giving a complete 
estimate on your first visit to the pros- 
pect’s home serves two purposes. Cer- 
tainly it impresses the prospect that 
you know what you're doing. And it 
gets the price over at a time when 
the prospect is excited about the idea 
of a new kitchen. The dealer who has 
to measure the room and then go back 
to his store to work out a layout and 
im estimate is risking that the prospect 
will have cooled off by the time he gets 
back, or that she will have visited some 
other dealer.” However, as advan- 
tageous as it may be, giving an esti- 
mate in 20 or 30 minutes requires 
accurate knowledge of all the costs in- 
volved—particularly the labor. With 
experience as a contractor behind him, 
and the fortunate situation of always 
working with the same sub-contrac- 
tors, Wille is in a position to make 
these estimates quickiy, but accurately 
enough to keep himself competitive in 
the market and working at a profitable 
figure. 

Very important, says Wille, in build- 
ing satisfaction for the customer is the 
time it takes to complete the job. The 
quicker the better, he says. “Women 
wait for years before deciding to have 
a new kitchen—and then they want it 
immediately.” But there’s an alterna- 
tive when a job cannot be started im- 
mediately, and it has been working 
well for Bass-Miller. On the day after 
the contract is signed, a truck pulls up 
to the house and delivers the boxes 
of kitchen cabinets. Piled out of the 

(Continued on page 76) 
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A Good Laundry Demonstration 


1 THE DIRTIEST pair of overalls she can find is the first and most important item used by Ruth Fuhs of Detergents, Inc., in a dramatic demonstration of 


s detergents at a laundry clinic conducted in Joliet, Ill., by Barrett’s Hardware Store. 


By TOM F. BLACKBURN 


HEN 
Sayre 


Bendix president Jud 

launched the Bendix 

automatic washer twelve years 

ro, not one word was spoken about 
soap at the convention. 

When Maytag introduced its auto 
matic a year ago, vice-president Roy 
Bradt spoke up and said it was for use 
only with synthetic detergents—not 
soap 

In twelve years something new has 
been added. 

Something new is the knowledge 
that hard water and common soaps do 
not perform satisfactorily in most 
automatic washers. Soap in hard water 
causes curd, which is caught in the 
fabric in centrifugal drying. 

With wringer type machines this has 
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escaped notice for years, as the scum 
rolls off when the garment is lifted 
out of the water into the wringer. 

So widespread is the hard water helt, 
and so common has been the difficulty 
with automatic machines, that it is 
bringing crowds of women to attend 
laundry clinics built around the idea 
of a better understanding of what syn- 
thetic detergents are, and what they 
will do. For years experts in the wash- 
ing machine field have declared that 
laundry clinics will not stand on their 
own legs unless sandwiched in between 
the acts of a cooking school. 

When the George W. Hubbard 
Hardware store of Flint, Mich., wrote 
a group of customers, inviting them 
to an automatic clinic, they got action. 
Inquiries (“Are you having washday 
trouble? With stubborn stains? With 
greasy, oily clothes? With good wool 


blankets shrinking? Would you like 
to become an expert in the use of the 
automatic ironer?”) brought results. 

Laundry specialists from the West- 
inghouse Co., Detergents, Inc., and the 
[ronrite Co. were on hand to meet with 
classes held each day, at 10:30 a.m. and 
2:30 p.m 

John H. Wernicke of the George W. 
Hubbard Co. wrote later that registra- 
tion cards left by the women visitors 
indicated definite interest in the fol- 
lowing items: 


Ee Pee asa ee 
Laundromats ...... . 64 
Westinghouse dryers ..... . 31 
Refrigerators ......... : 9 
Automatic dishwashers . 9 
Gg ed o'e id wes he 6 
Electric ranges ........ 11 
Electric sinks .. 4 
Miscellaneous ..... 2 
Model kitchens .............. 5 
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The clinic followed a pattern used successfully by a number of stores. 


WHO SAYS LAUNDRY CLINICS 


There was an attendance of 170 
women during the three-day clinic as 
a result of mailing 800 letters and a 
100-in. ad in the local newspapers. This 
clinic resulted in the sale of ten Laun- 
dromats, five dryers and six ironers 
within a period of 30 days, as well as 
furnishing a number of prospects. 


Preliminaries 


Preparation for this automatic laun- 
dry clinic—which you will remember 
the oldtimers said wouldn’t work— 
was as follows: 

After determining seating capacity, 
arranging for hot water, plumbing and 
proper electrical connections, proper 
installation and display of the ma- 
chines, it was possible for the store 
to set the final dates and hours for 
demonstrations. 

Beside newspaper and radio public- 
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is DRAMATIC 





CLOTHES and detergent go in the washer after Miss 
a Fuhs has asked audience how long they think it will 
Up to 35 minutes, most say. 


take to clean them. 





3 TO PROVE that detergent will not injure delicate dyes 4 
s or fabrics, Miss Fuhs includes a bill in washing. 


WONT WORK? 


ity, the store sent out invitations to the 
following list: 


. Preferred customers 

. Conventional washer owners previously sold 
. Home economics teachers from the area 
. Women’s organizations 


mewn 


Naturally there were door prizes an- 
nounced, to be given under an attrac- 
tive “fish bowl” arrangement. 


Plenty Sparkle 


The manner in which Miss Ruth 
Fuhs of Detergents, Inc., gained the 
attention of the women was to display 
an extremely dirty pair of overalls, 
soiled with grease and grime, which 
had been borrowed from a neighboring 
gasoline station. 

Passing through the audience, Miss 
Fuhs asked the women, “How long 
would you wash these overalls?” 
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Knowing that women solemnly be- 
lieve that the longer you wash an 
article the cleaner it gets, she usually 
drew suggestions up to 35 minutes. 

Chucking the overalls in the auto- 
matic washer previously filled with hot 
water and adding detergents, she 
amazed her audience by pulling the 
garment out within four minutes, clean, 
almost sparkling. The shock of seeing 
this happen in so short a space of time 
amazed them. 

“The way you have seen this oper- 
ate,” said Miss Fuhs, “probably leads 
you to believe that this synthetic de- 
tergent is pretty powerful stuff. Here 
is something in which the dyes are 
pretty delicate—a $10 bill. Watch and 
I'll give it the same treatment and you 
can see for yourself whether synthetic 
detergents are not equally effective 
for the most delicate fabric.” 
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Naturally, the $10 bill comes out 
fresh as a daisy. 

Miss Fuhs tells the story then of 
how a synthetic detergent operates: 
that it is not something with more 
biting action, but a soapless soap that 
is not affected by hard water. She tells 
how soap loses its energy by forming 
indissoluble curds with hard water. 
Synthetic detergents go right to work 
and are not affected by hard water. 
“That’s why it is so effective in auto- 
matic machines, that is the reason why 
so many manufacturers urge their use 
exclusively,” she declares. 


Detergent Bandwagon Is Rolling 


The sale of synthetic detergents is 
something which can add a plus profit 
to a dealer’s operation, point out the 
sponsors at the clinics. Possibly there 
will come a time when every store 





FOUR MINUTES later the paper money, trousers and overalls emerge from washer clean and 
a sparkling. Condition of bill convinces audience that fast-acting detergent does not harm clothes. 


Women today want to know about ironers, dryers, automatic washers, 
hard water, and detergents. That’s why laundry clinics no longer lean 
on “cooking school” crutches to pack stores with prospects 


will understand and recommend the 
synthetic detergent for its proper use. 
Meanwhile, dealers will find synthetic 
detergents a specialty down their alley. 

That the synthetic detergent clinic 
is no flash in the pan with one store 
is evinced by testimony from the 
i. W. Knapp Co., of Lansing, Mich., 
Crowley Milner & Co., Aaron Schultz 
of Long Beach, Calit., 
Lazarus Annex, Columbus, Ohio, and 
Barrett’s Hardware, Joliet, JIl. 

Catherine B. Hess of the Lazarus 
Store further testifies to the fact that 
laundry departments can sell cleaning 
compounds, saying that Lazarus Annex 
has moved 410 one-pound packages of 
synthetic detergents in 18 days. 

Net of the Barrett Hardware Store 
one day meeting was: attendance, 177; 
sold, 2 washers, 1 dryer, 4 ranges, 2 
refrigerators. End 


Lazarus of 
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How 


SMART HOUSEWIVES in Milwaukee have been taught to appreciate the plus values of roasters, realize 


they double their oven capacity 


S Gordon W. Brevoort looks up 
and down the winding streets 
of Wauwatosa, Wis., from the 

front entrance of the B. & M. Supply 


Co., he can feel that all's right with the 
roaster business. 

For the store is one of Milwaukee's 
250 electrical and radio dealers who 


have accomplished the nation’s great- 


est sales record on roasters ior an 


area. Against a national saturation 
of 7.1 percent, they have sold 53 per- 
cent of the Milwaukee market's 240, 
OOO families 

It hasn’t been the strength of Gor- 
don’s right arm that has-run up this 
remarkable record. For he has had 
help and it is the purpose of this 
article to show the background forces 
which make it so easy for him to tip 
over a sale. 

The Utility Helped Educate 

First in line is Mrs. Vera Ellwood, 
director of home economics of the Wis- 
consin Electric Power Co. 

Partly because the electric roaster 
was born in Milwaukee, and partly he- 
cause it is an item that appeals to 
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thrifty families, Mrs. Ellwood and 
her girls capitalized on the situation 
and started promotion away back 
in the beginning some 18 years ago. 
She put on roaster cooking schools. 
Her fundamental approach was to 
make housewives realize that here 
was a highly versatile item. The 
women who attended her cooking 
schools came away with the realiza- 
tion: 
bakes, stews, 
almost any 


l. It roasts, fries, 
boils, cans—can tackle 
cooking job. 

2. With a roaster you can have 
electric cooking without any extra wir- 
ing. It is a plug-in device. 

3. It is portable and for a renting 
family that moves frequently it is easy 
to cart around. 

4. It is inexpensive—even the low- 
est income families can afford certain 
sizes. 

5. Families with space limitations 
can always find a place to put it. It 
takes up very little room. 

6. It is something that fits in with 
summer cottage use. 

7. A roaster in the kitchen gives 


you the capacity of two ovens, which 
is handy when there is company. 

8. For quantity cooking the 20-qt. 
size offers almost restaurant capacities. 
It can handle immense quantities of 
liquids and semi-liquid foods. 

9. On certain dishes such as pot 
roast or roast birds, it produces a 
better product than almost any other 
type of oven. 

10. It offers a means of competing 
with LPG fuels on farms. 


A Big Display the Secret 


When the curtain rings up on a 
Wisconsin Electric Power roaster 
show, there are as many as 14 types 
of roasters on the stage, big and little, 
at all prices. As each roaster draws 
about 1410 watts, this calls for about 
14 circuits. 

Visitors are always amazed at the 
turnouts Mrs. Ellwood and her girls 
get. Identical shows that will draw 
only 35 or 40 women in other towns 
will get 150 or more here. 

The idea is to show the versatility of 
the roaster, and what a tremendous 
amount you enjoy for the money. Mrs. 
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saturation. 





to Set 


A RECORD FOR 
NUASTER SALE 


Consumer education by the util- 
ity, dealer indoctrination by dis- 
tributors, and good display by 
retailers helped give Milwaukee 


an outstanding 52 percent roaster 


Other areas which 


want to do as well will have to con- 
sider some changed conditions 


and new trends 


Ellwood has cleverly studied eating 
habits and in her show produces the 
very things that Milwaukee people 
actually eat. For example, there will 
be prepared a coffee cake, maybe of 
the strudel variety. There is bread 
baked in. one roaster, an angel food in 
another, a turkey or ham in another. 
She puts on a pot roast and a whole 
family dinner consisting of such things 
as barbecued spareribs, sauerkraut and 
the like. One item which is a standard 
of Milwaukee fare is a schaum torte. 
In fact, through schaum torte German 
hausfrauen judge their ovens. Angel 
food, easy to make, is another critical 
item. Mrs. Ellwood’s girls point out 
how ‘tall’ a cake is as it comes out of 
the oven. 

Fridays and Mondays are good days 
for roaster schools. The demonstra- 
tion lasts about an hour and the girls 
use two roasters for each product. 
One has been loaded before the show 
and the moment they put the food in 
one roaster, they turn around and take 
the finished product out of another 
roaster that has been operating for 
some time before. 
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A COMPLETE LINE has helped Gordon Brevoort (right) of the B. & M. Supply Corp. capitalize on Milwaukee's interest in roasters 


The crowd never goes away without 
realizing that a roaster will do well 
with the most humble dishes, such as 
baked beans, potted steak or Russian 
Fluff. They leave with their mouths 
watering over the baked hams that are 
turned out. 

Mrs. Ellwood frankly believes that 
the manufacturers of roasters today 
have more or less priced themselves 
out of the market. Displays and dem- 
onstrations should be wrapped around 
models selling for less than $40, she 
says. When you get up to: something 
with a clock model, around $90, there 
is too great a temptation for the cus- 
tomer to jump to an apartment size 
electric range. 


More Home Economists 


She also thinks that manufacturers 
should have home economists operat- 
ing wherever they expect to do a vol- 
ume of business. 

One of the prewar package deals of 
Consolidated Edison in New York was 
built on the fact that manufacturers 
could afford to spend around $5 a 
roaster for promotion. This particu- 


lar package deal was considered a 
Hop, because it attempted to sell 
rowsters at a cut price before the public 
had any education. Spend that 
amount for education and vou will get 
results. 


Distributors Can Do a Job 


The second thing that will promote 
roaster sales is the activity of manu- 
facturer’s agents and_ distributors. 
Thoxgh roasters are often classified 
is Christmas gifts, nevertheless, says 
Bill Steinmetz of Chicago, their peak 
should be hit early in the summer as 
they are a cool cooking item. 

Knowing that the roaster needed 
publicity early in the spring, Stein- 
metz & Kelly put roasters in the 
hands of each of the home economists 
on the Chicago newspapers. Each 
girl followed her own bent and the 
roaster got a lot of attention in the 
press from the discoveries they made. 

Another Steinmetz promotion got 
dealers to use roasters in their own 
homes. To any dealer making a $55 
net purchase of roasters, he made an 

(Continued on page 132) 
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AT COOKING SCHOOLS, still held twice yearly by Wisconsin Power, Mrs. Vera 
Ellwood shows many sizes, keeps them all working. She has studied the eating 
habits of Milwaukee people in order to prepare the foods which will have the 
greatest appeal for them. 
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A. Billingsley (left) adds a new customer to the books, begins when 
the customer brings in a small appliance for repair. A friendly chat, while examining the damage, may 


result in the sale of a home freezer or refrigerator. 


SMALL APPLIANCES | 
make MAJOR SALES 


Electric housewares are the best entering wedge you 


can find for your major appliance sales message, 


says A. A. Billingsley of Birmingham, Ala. 


By A. B. WINDHAM 


LECTRIC housewares can mean 

big business. Many a refriger- 

ator or washing machine has 
been sold as a result of a customer’s 
interest in an electric clock or a per- 
colator 

“The difference in just selling a 
small appliance, and in making the 
sale lead to a better one,” says A. A. 
Billingsley of Birmingham, Ala., “lies 
in the interest a dealer shows in the 
buyer’s concern about small appli- 
ances. 

By “concern,” Mr. Billingsley means 
the satisfactory usage a customer gets 
ut of his purchase. Having been a 
General Electric service man for more 
than 20 years and now co-partner in 
the firm of Billingsley & Duddy at 108 
No. 17th St., in Birmingham, Mr. Bill- 
ingsley obviously knows what he is 
talking about. 

“Service and selling are twins,” the 
veteran dealer declares. “I believe it 
has definitely been proved that con- 


tacts made by a service man are one 
of the best avenues to sales. Nowhere 
is this more clearly brought out than 
in repairing small appliances. Take a 
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toaster, for example. While you're 
checking it in the customer’s presence 
you have but to compare its perform- 
ance with that of an oven in making 
toast. First thing you know, you're 
talking about ovens, then ranges and 
so on into a sales talk. Or clocks. You 
study a clock as you check it over, you 
comment on how range clocks have 
improved cooking. From there, you 
go on to ranges and before you know 
it, you're selling one. Or percolators. 
You discuss coffee, then iced coffee, 
then ice for the coffee, then ice pro- 
ducers, and eventually, you're selling 
a refrigerator. No doubt about it, small 
appliances are the best entering wedge 
you can find for putting over your 
message to sell a major appliance. It’s 
the little things in life that add up to 
the big ones.” 

This attitude explains why Mr. Bill- 
ingsley has specialized in the repair 
and servicing of electric housewares. 
At present factory representative and 
parts distributor for General Mills 
small appliances, General Electric and 
Telechron clocks for the state of Ala- 

(Continued on page 133) 











ND STEP in the Billingsley selling technique is first class 


work on the small appliance brought in. Here young Charles Billingsley works 
on an electric clock. 








a 


RD STEP in making new customers through small appliance service 


comes when the appliance is repaired and the salesman has gained the prospect's attention 
to larger equipment. Ed S. Duddy, partner in the firm, explains a range. 
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INSTALLATIONS ALONE require the services of five trucks and 10 antenna men, 
plus the supervision of an assistant service manager, a service manager, and 


IV SERVICE: 





Max Schlanger, himself (with coat), at Metropolitan Service Co. Service techni- 
cians, of which there are eight, use their own cars. Three more do shop repair 


By ROBERT W. ARMSTRONG 


No Cinch 


Servicing television can be as unprofitable as throwing money down a well—which is one good 
reason for the existence of such specialized service firms as the Metropolitan Service Co. of 
Union City, N. J., which works to keep happy both sellers and purchasers of 10,000 telesets 


re-organized his Metropolitan 

Service Co. to service television 
exclusively, Max Schlanger has in- 
stalled over 10,000 receivers, made 
over 100,000 service calls, spent at least 
40 wakeful, worrying nights—and has 
done it profitably. 

Schlanger is a perfectionist whose 
only admitted weakness is a passion 
for bow ties, which he purchases in- 
discriminately and with gusto. In all 
other matters, particularly relating to 
his business, he is and must be a mas- 
ter of detail. Now that his business is 
a flourishing success, an authorized 
service firm for DuMont, Crosley, An- 
drea, Stromberg-Carlson, and G-E re- 
ceivers, he has the time to give the 
supervision of detail the painstaking 
care that a service operation requires. 

When he first started, the work was 
hard, but business walked in the door. 
He had hardly decided to give up his 
refrigeration and washer repair service 
for TV when his Union City, N. J., 
firm landed an exclusive service au- 
thorization from Crosley. 

“Those, you understand, were the 
early days,” he says. “Television was 
new and we were one of the first in- 
dependent service organizations. Any- 
body that sold a Crosley set had to 
get us to install and service it. There 
was no other way.” 

Trained servicemen were scarce and, 
especially in late 1947 and early 1948 


cee early 1947, when he first 
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when video sales were booming in the 
New York and New Jersey areas, both 
Max and his general service manager, 
Charles McCarthy, were on the road 
as much as any other members of the 
organization. At times they were as 
many as 200 installations behind, but, 
eventually, all orders were completed. 
As the staff was enlarged Schlanger 
was able to give more time to essential 
administrative duties. 


Good Will for Good 


However, it was during this hectic 
period of a “serviceman’s market”— 
when dealers and consumers held their 
hats in their hands and spoke to serv- 
icemen in low, respectful voices—that 
Metropolitan insured its future. 

“We could have done as we liked 
with customers, then,” says Schlanger. 
“We could have installed and serviced 
just those sets we wanted to install and 
service. We could have kept customers 
waiting for days before we got around 
to them.” 

But Metropolitan didn’t. “We 
worked as fast and as hard as we 
could. And even then we insisted on 
courtesy and consideration by all em- 
ployees to all customers,” Schlanger 
recalls. 

It was, after all, just common sense. 
Schlanger could foresee the day when 
the installation and service gravy train 
would no longer run panting up to his 
door and new business would depend 
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on the way old business had been con- 
ducted. 

Today, he declares, television serv- 
ice is a highly competitive business, 
requiring, among other things, “‘a thor- 
ough knowledge of what goes on in my 
competitors’ businesses as well as in 
my own.” 

Television service, since its incep- 
tion, has followed a pattern peculiarly 
its own. Despite the unusual require- 
ments for servicing and installation, 
TV appeared suddenly and in quantity 
on a marketing scene where there were 
few retailers adequately trained or 
equipped to handle it. As a stopgap, 
manufacturers set up their own service 
organizations or hired independent 
firms like Metropolitan. 

Even now, with the knowledge of 
experience of what video servicing en- 
tails and a vastly improved, if not 
adequate, supply of servicemen, the 
problem is unique. When a television 
set goes wrong the householder can’t 
easily tuck it under his arm and trot 
to the nearest serviceman. Its instal- 
lation requires an outside antenna more 
often than not and a skill in adjust- 
ment that the average householder just 
doesn’t have. 


Problems of Service 


Schlanger believes that the problem 
is so unique that the average television 
dealer cannot hope to both sell and 
service. First, he points out, consumer 


psychology is such that owners of 
broken-down sets will not wait a week 
or ten days until they are repaired. 
This means that the servicing organi- 
zation must have an adequate staff to 
give prompt, efficient service. “Even a 
very small dealer,” he declares, “must 
have two men, as a bare minimum, on 
call at all times for installations and 
service. Up goes his overhead. And if 
he sells any quantity of receivers at 
all, two men are not enough to handle 
the work. Suppose he gets two calls 
at opposite ends of his trading area. 
By the time he has covered these he 
has no more time in the day for any 
more.” 

Second difficulty in the way of the 
merchant who wants to give both effi- 
cient and profitable service, declares 
Schlanger, is the cost of necessary 
equipment and insurance. The first of 
these is not insurmountable to the well- 
financed merchant. It would include 
about $1500 worth of test and repair 
equipment and approximately $2500 
for a truck, ladder, antennas, miscel- 
laneous merchandise, and the services 
of two trained installation men. 

The insurance difficulty is not so 
much that it cannot be obtained as that 
it is too often overlooked. Metropoli- 
tan, in addition to the required work- 
men’s compensation, carries a heavy 
load of public liability and property 
damage, insurance against loss or theft 

(Continued on next page) 
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does not pull in every avail 
ible channel to perfection he will in 
sist that it is your duty to install extra 


high masts, boosters, and what not. 
Of course the dealer cannot do this 
ind immediately he has lost good will. 
If he tries to do it, he immediately 
begins to lose money.” 

Even some companies organized for 
service exclusively do not carry ade 
quate insurance, Schlanger says, and 
he cautions dealers to make certain 
that any service firm they use has 
plenty of insurance, because if prop- 
erty or personal damages are not fully 





1 AN INCOMING request for service or installation is 
a handled by one of four telephone operators. She gets a 2 
general description of the trouble, name and address of the 
customer, and makes the first entries on the work sheet. 


covered the dealer is equally liable 
with the service organization. 
Metropolitan conducts three basic ac- 
tivities. First, it attempts to keep its 
customers happy. Second, it continually 
tries to get new business. Third, it 
works to make money on the business 
It gets. 
rhe first of these, of course, affects 
the second, and, ultimately, the third 


He Keeps His Promises 


‘The most important thing in keep- 
ing your customers is to keep your 
promises and to give service when it is 
needed,” says Schlanger. “When you 
tell a housewife that you will call on 
such and such a day you absolutely 
must call on that day. Fail to keep the 
appointment and you throw away good 
will. Do it enough times and the deal- 
ers, who also need the good will of 
their customers, will give their serv- 
ice to someone else.” 

To keep his customers happy, 
Schlanger has set up an elaborate sys- 
tem. He has a battery of telephone op- 
erators who take all incoming calls, 


WHEN POSSIBLE, sets are repaired in the home, but when one has to be 
« ‘pulled’ it is brought in by the serviceman at the end of the day (or earlier, 
if he is near the company). Truck at left is one of four. 


ae 


girl files the slip 


get a general description of the diffi- 
culty, and make out work orders. If 
the trouble is serious—‘‘no sound” or 
‘no picture’”—Metropolitan completes 
repairs within 24 hours. If it is minor 
—"‘slight ghosts” or “drift on chan- 
nel six’— a call is made when men are 
ivailable. 

\bout 75 percent of the calls, 
Schlanger states, are nuisance calls, 
which generally mean that the owner 
isn’t operating his set properly or that 
he has simply decided that since he 
has paid for a service policy he is en- 
titled to a visit whether or not it is 
needed. These calls are usually taken 
care of by the lower echelon in Metro- 
politan’s hierarchy of personnel, the 
installation men. 

Under Schlanger at the top of the 
organization chart is the general serv- 
ice manager, charged with direct su- 
pervision of all activities. An assistant 
service manager schedules and dis- 
patches all the antenna-installation 
crews, of which there are ten. A field 
supervisor acts as trouble shooter for 
all chronic complaints, investigates re- 
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CLASSIFIED PIGEONHOLES hold all work orders and 
work sheets. 
information to initiate a service operation, the telephone 
under the proper heading. 


When she has filled out all required 


ports of property damage, and super- 
vises installations requiring special an- 
tennas or other equipment. General 
service personnel are classified as an- 
tenna men or as servicemen. Those 
with the least experience are assigned 
as antenna and installation men. When 
they have proved themselves in that 
capacity they are given opportunities 
to do more difficult work and may 
eventually become full-fledged techni- 
cians. Three servicemen are held in 
the shop for repair work and eight 
others, driving their own cars, each 
make an average of 10 home service 
calls a day. 


Yardstick for Servicemen 


“When we hire a serviceman we en- 
gage him on a temporary basis,” says 
Schlanger. “We look for speed, good 
work, personal neatness, and courtesy. 
If he doesn’t measure up to our stand- 
ards he is released at the end of the 
two-week trial period.” 

As an indication of how far Metro- 
politan goes in insuring that its repre- 
sentatives will make a good impression 


6 TURNING SET over to home repair crew, serviceman makes out a repair chart 
a under the eyes of assistant service manager. Repair chart, which will stay with 
set until it is returned to owner, specifies trouble, work performed. 
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on customers, Schlanger points out, 
each man carries a towel and soap with 
him in his car to clean up after each 
job. If a customer complains to the 
dealer who sold the set about lack of 
courtesy, Schlanger sends the alleged 
offender over to the dealer to talk it 
out, then both the serviceman and the 
dealer contact the customer and 
straighten it out at the source. If a 
complaint is madé to the Metropolitan 
office, Schlanger first gets an explana- 
tion from the serviceman, then has the 
serviceman call the customer and 
apologize or correct a misunderstand- 
ing—and Schlanger listens in on an 
extension phone to make sure it’s done 
right. 


Repairs on the Spot 


Keeping customers happy is one of 
Schlanger’s prime worries. Part of it is 
courteous treatment. Part of it is quick 
settlement of the inevitable minor dam- 
age claims. And most of it is quick 
and efficient service. Very few sets are 
“pulled” from the customers’ homes to 
the shop. Repairmen carry a stock of 


AT THE SERVICE BENCH, service manager A 
a Charles McCarthy goes over set with testing s 


instruments, makes needed repairs. 





3 RESPONSIBLE for giving all installation crews and 
a technicians their daily assignments, assistant service 
manager Sam Vangi finds orders for the day’s work already 
classified as to type and date promised. 


day, Metropolitan manages to keep its operations up to date. 


replacement parts and tubes large 
enough to remedy all but the most 
serious defects. Whenever possible the 
sets are repaired on the spot. Although 
the company averages 125 installation 
or service calls a day there are rarely 
more than ten sets in the shop. 

To make sure that any important 
calls which come in during the work- 
ing day are taken care of, the company 
maintains a private line to the office 
and requires that each traveling serv- 
iceman check in by phone at least three 
times a day. The private phone is a 
necessity because the four listed lines 
are usually filled with customers’ calls. 

Servicemen do not work set hours. 
Each man is assigned a certain num- 
ber of calls to make each day and all 
must be completed before he quits, 
whether the quitting time be 3 p.m. or 
11 p.m. By completed, Schlanger em- 
phasizes, he means “completed and OK. 
The set must be in perfect running 
order.” 

Keeping his service sold is not the 
least of Schlanger’s problems. 

“Now,” he says, “we are in a very 


FROM THE completed-work bin the serviceman 4 
takes the set, now in good working order, to ® 
return it. Tag bears name and address of owner. 


competitive field and we have to sell 
our services to dealers. Some of the 
newer and smaller service companies 
are attempting to get a foothold by 
cutting the prices or offering kickbacks 
and that makes our selling problem 
more difficult. We have one man who 
goes from dealer to dealer selling our 
service contracts. Three other men, 
who are on the road selling washer 
parts and other items, check constantly 
with dealers on the quality of ou 
service. More than that, we offer all 
our 400 dealer customers free service 
for all their floor demonstrators.” 


Soliciting by Mail 


In addition to its outside salesmen, 
Metropolitan uses direct mail to at- 
tract more dealer customers and to 
keep present users sold. When consum- 
ers’ initial one-year service contracts 
expire the company mails them a let- 
ter soliciting a renewal contract. So 
far, says Schlanger, about 10 per- 
cent of his original customers have re- 
newed at the expiration of the first 
year. There are 5,000 customers on the 








4 AT EARLY morning conferences the company’s service personnel receive their assignments from 
s Sam Vangi (left) and owner Max Schlanger (right). Each man receives a quota of jobs which 
must be completed by the end of the day. Despite an average of 125 installation and service calls per 


Metropolitan books who came to the 
company for service after their sets 
were installed by other firms and these, 
too, are targets for service policy sales. 


How to Show a Profit 


Third basic requirement in running 
a successful service “operation is to 
make money on the business it gets. 
This probably entails more detailed and 
careful supervision than any other 
phase of the appliance or radio busi- 
ness. 

The profit margin on a television 
service policy is not large. Schlanger 
estimates that the average installation 
costs him $15 or $16 in parts alone, 
high frequency antenna, co-axial cable, 
twin leads, hardware, switches, etc. 
Normal installations may require one 
and one-half to two hours at a labor- 
and-overhead rate of 7}. During the 
first year of ownership the company 
makes an average of six service calls 
per set, at an average cest of $3 per 
call. The minimum expense, then, is 
$37.50, which leaves the firm a yearly 

(Continued on page 84) 


BACK OUT THE DOOR of the company goes 
the set, completely repaired within 24 hours of 
the serviceman’‘s call on the customer. 
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WINDOWSILL holds entire photographic departm ent which helps pay overhead, draws prospects in 


often, offers opportunity for appliance sales. 


cc . was awful,” sighed Leo Ander- 
son, recalling the first three years 
appliance 


uiter he opened his 


store in Wattsburg, Pa., a community 
of a few hundred people. “I opened 
shop with two refrigerators and a 
couple of other things on the floor. 
When I was remodeling the store, 
people came ilong and tared at me 
through the window. But they didn’t 
come in,” 

It was a nip-and-tuck struggle to 
get going, to make sales and service 
calls, to become known in the rural 
town. 

‘But last year was different, en- 


tirely different,’ he said happily. “I 
hit upon a plan to bring the people in, 
regularly, so that could look 
over my merchandise and I could get 
names and addresses, let them know I 
was willing to go out of my way to 
please them. 

“Last year I grossed about $36,000, 
and I expect to do better from now 
on. My get-acquainted ideas are just 
getting into full swing!” 

These ideas include: 

1. A daily photographic service. 

2. A daily dry-cleaning service. 

3. A self-service hardware depart- 
ment at the rear of the store. 

“And get this,” he enthused. “My 


they 
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photo and dry-cleaning services do an 
additional job for me, besides bringing 
in potential appliance customers. They 
pay a lot of the overhead! I get about 
15 percent on all dry-cleaning orders, 
for instance, which has amounted to 
about $25 monthly. Photo supplies and 
processing of films bring in a nice 
lump, too. 

“These pay a lot of incidental bills 
in this business, and help a lot in a 
one-man operation.” 


Dirty Hands an Asset 


The last idea, that of hardware 
supplies “at their fingertips,” is in 
the last stages of completion. Which 
brings up another point: 

“In a rural community you’ve got 
to become one of them,” said Ander- 
son. “By that I mean, don’t be afraid 
to put on overalls and dirty your hands, 
for one thing. I work about the store 
just as a man would about a home, and 
the customers like my attitude.” 

Anderson wears a jaunty cap. He 





HARDWARE ITEMS, dry cleaning service, help Anderson (left) 


make friends, keep traffic coming into store which, because he 


Getting Acquainted in a Small Town 


paints and hammers on his store fix- 
tures (some still in the making) while 
he chats with a customer who has 
made a purchase and wants to pass the 
time of day. 

People in a community like Watts- 
burg seem to like the informal atti- 
tude and appearance. So Anderson is 
informal. 

His film, flash bulbs and other photo 
supplies (not a large outlay, to be 
sure) are concentrated on one side 
of the store, largely on a window sill. 
But the windows are right back of a 
kitchen display. 

When he sells film, then, he’s right 
in front of the “big stuff.” More than 
once, he affirms, he’s talked to a pho- 
tographic customer about a kitchen 
plan, and had the customer return 
with husband or wife to talk further 
about this merchandise. 

“When you take in film that is sent 
out to be processed,” Anderson claims, 
“you have assurance of a return to get 
the finished film. Here you have two 


Photographic supplies, a dry cleaning service and a 


hardware department bring traffic to Leo Anderson’s 


one-man store in Wattsburg, Pa. 
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opportunities to talk and sell appli- 
ances !” 

It’s the same with his dry-cleaning 
service. The customer leaves the clean- 
ing and gets a promise of delivery 
within days. The work is sent out and 
returns, as does the customer. Again 
the prospect finds himself in an appli- 
ance sales room, and Anderson does a 
selling job. 

After Anderson takes care of their 
needs, he pauses among his major 
appliances. 

“How about that old washer at 
home, Joe?” he might ask. “Isn’t the 
Mrs. about ready for the new automatic 
washer we're selling? Why not bring 
her in, or have her come in at her 
leisure, for a demonstration ?” 

It does the trick, according to An- 
derson, as do his other “ideas.” 


Economical Fixtures 


He has several tips to pass along to 
other beginners in a one-man opera- 
tion. Economy in upkeep and fixturiz- 
ing is a big factor, he knows. 

He designed a counter display 
island, for instance, and had a cabinet- 
maker put it together. He got a nice 
job, finished handsomely—but the $70 
fee for the work was too steep to fol- 
low up with others he needed. 
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is the entire staff, he can’t leave to 
do any outside selling or canvassing. 


By 
WALTER RUDOLPH 


So he took wood from appliance 
cases, good solid stuff, and built some 
of his own islands, using only a com- 
paratively small amount of bought 
lumber. 

“Figuring everything, the cost per 
island runs about $25, in comparison 
to the $70 previously,” he said. “To 
give the islands that manufactured or 
‘uptown’ look, I covered them with 
wallpaper that simulates wood grain, 
and then shellacked them. Look swell, 
don’t they ?” 

They do. 

In another instance, when he was 
building up his self-service hardware 
department, Anderson found that $100 
would be the outlay for a multi-binned 
wall display for fittings of all kinds. He 
broke this down into $28 for lumber, 
about $3 for paint, etc., and his own 
labor for the construction. Of course 
it helps to be handy with tools, as 
Anderson is. 

Give him about two more years, says 
Anderson, and he’ll have things about 
the way he wants them. Meanwhile, 
he’ll be out in the field, demonstrating, 
selling, making more customer-friends. 

“By that time I'll really be ac- 
quainted,” he smiles, “and Anderson 
Appliances will be just about the busi- 
ness I want it to be!” End 





EXPENSIVE DISPLAY FIXTURE (left) couldn’t be duplicated on Anderson's slim budget, so he made his own (right) from 
appliance crates. Cost: $25. 
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RURAL NEIGHBORS like to see business informal, like SIDELINE CUSTOMERS get sales talks on appliances. Neigh- 
Anderson for making own fixtures. borly Anderson suggests, ‘“Your wife would like this.”’ 
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SANTA CLAUS came to town—at the behest of the Jones-Mack Co., which broadcast its efforts to tele- 


phone him at the North Pole. 


the firm, the mayor of Topeka, and a radio announcer. 





When he landed he was greeted by Levi Jones (left), chief drumbeater for 
This promotion cleaned out the store’s stock of gifts. 








“w aureasnee 
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STARTING from scratch after the war with surplus lad- 
ders, Jones-Mack has already expanded into this store 
with a 50-foot frontage, handles a wide variety of lines. 


Funny BUSINESS means BUSINESS... 


... for the Jones-Mack Co. of Topeka, Kansas, which promotes everything from Santa Claus to old- 
customer night with an advertising vigor that costs 5.6 percent of the gross—and is worth it. 


HE traditional Kansas farmer, 

who, shotgun in hand, ap- 

proaches his daughter’s boy 
friend, and asks “Are your intentions 
honorable?” may scare off a lot of the 
boys but he quickly discovers those 
who really mean business. 

The Jones-Mack store at 511 Kansas 
Ave., Topeka, is relatively new in the 
appliance business. Levi Jones wanted 
to find out in a hurry who really meant 
business. 

His spectacular methods have 
umazed the orothodox Topeka citi- 
zenry, but on the other hand, they have 
brought results. 

The store, which grew into its pres- 


ent 50-ft. frontage since the war, car- 
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ries hardware, tools, appliances, house- 
wares, radios, farm supplies and sport- 
ing goods. It started when Levi Jones 
found that he could get his paws on 
some war surplus. Starting with two 
carloads of ladders, he graduated to 
raincoats and finally to everything he 
could buy, mostly hard goods. 

When he opened up shop as an 
appliance retailer, Mr. Jones sent 
24,000 letters to every street address 
in Topeka. He set forth his proposi- 
tion and the special day which the 
letter announced brought in $8,400 in 
business. 

Next, he ran an old-customer night, 
preceded by direct mail to 2,400 old 
customers. Each one was allowed to 


bring a guest and tickets with stubs 
were enclosed in the letter. 

Some 1,300 came barging in the one 
night the deal was held, just as they 
would come to a movie. A policeman 
was at the door and Mr. Jones had to 
get on the p.a. system and ask the 
people to come back the next night 
with privileges extended. That deal 
brought in $6,000 worth of business. 


Santa Claus Comes to Town 


Last Christmas the store proceeded 
to bring Santa Claus to town. Co- 
operating was radio station WREN. 
It began a build-up night after night 
at which the youngsters listened to 
somebody trying to telephone the 
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North Pole. After a suitable length of 
time—three weeks before Christmas— 
they contacted Santa Claus who as- 
sured the youngsters he would be 
there. The mayor of Topeka was per- 
suaded to go down to the airport and 
meet Santa who was escorted through 
the streets to the Jones-Mack address. 
Again the store was a screaming 
pandemonium, but it cleaned out the 
gift section. 

Mr. Jones didn’t mind _ blocking 
traffic in front of his door. “When 
people cannot get into a place,” he 
says, “they are all the more curious 
to get in the next day or later. It 
makes an unforgettable impression on 
them.” 
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APPLIANCES only take up one-fourth of the store’s display space, but their arrangement is calculated 


to get the most out of them in sales. Also carried are tools, hardware, farm supplies and sportina goods 


Naturally those specific drives have 
been sweetened up by door prizes 
and in some intances by discount cards. 

However, it has paid off. On the 
old customers’ night the firm realized 
350 cash sales and 7,500 installment 
sales. A Gibson electric range, re- 
irigerator and home freezer were given 
as prizes. Mr. Jones thinks it cost 
him around $1,800 to put over the 
Santa Claus spectacle. Other promo- 
tions have run from $300 up, The 
splash is what he is after. He figures 
he is now spending 5.6 percent of his 
gross volume on advertising. 


Special Group Promotions 


The Santa Fe Railroad has some- 
thing like 5,000 employees in Topeka. 
By the time this appears the Santa 
Fe group will have been treated to a 
special deal slanted to their particular 
occupation. There are various other 
groups to which unusual promotions 
can be beamed, and Mr. Jones is think- 
ing of going after them. 

His original inspiration of putting 
on spectacular campaigns arose from 
the Hamilton-Ross Co., which special- 
izes in drives of this sort. He em- 
ploved this firm to put on a lamp pro- 


motion for him several years ago, and 
sold 400 lamps. The experts felt that 
cach customer put on the books is good 
ror $80 worth of business the follow- 
ing year and Mr. Jones finds it true. 

One of the oddities of the Hamilton- 
Ross technique was to use ad color in 
the newspapers, and Mr. Jones has 
found that red and black in an adver- 
tisement is much more effective than 
black alone. 


Direct Mail Effective 


He has found his direct-mail liter- 
ature has been very effective, and he 
has had more results from radio ad- 
vertising than from newspapers, he 
says. The store has four men selling 
out in the country, men who own their 
own cars and get 2¢ a mile, plus a 
commission. They are instructed to go 
up and down the REA lines and get 
acquainted with everybody. 

Some of the salesmen working in 
the store are on a commission and 
draw basis, with a checkup each six 
months to see how they are going. 
Some of the inside employees work on 
the basis of $45 weekly plus one per- 
cent on sales. For outside men com- 

(Continued on page 80) 
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WATER SYSTEMS are an important part of the farmer business conducted by 
Jones-Mack. The firm kept this business going during a shortage of galvanized 
pipe by substituting copper tubing. 
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IN-AND-OUT PRESIDENTS—J). 


Clark Chamberlain, right 


(San Diego 


Bureau of Appliances and Radio), congratulates A. H. Kessler (North Cen- 
tral Electrical Industries) on his succession to the presidency of the Inter- 
nation Association of Electrical Leagues 


LEAGUE LEADERS 
LOOK AHEAD 


A compendium of outstanding “quotes” from 
the recent annual conference of the Interna- 


tional Association of Electrical Leagues 





The Industry's No. 1 Problem 


By R. L. WHITE 


President, Landers, Frary & Clark 
New Britain, Connecticut 


The number one problem of the ap- 
pliance industry today is excess manu- 
facturing capacity and there are only 
two ways to solve that problem— 
knock out part of the capacity, or sell 
more goods. 

When an industry reaches maturity, 
competition becomes keener, profit 
margins decline and gradually the 
weaker units drop out of the picture. 
Frankly, that stage is already showing 
up in the appliance field. It was 
checked by the war, but now that the 
urgent postwar demand has been cared 
for, we shall see the tendency again. 
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There is coming, and shortly, bitter 
competition in the appliance field, com- 
petition in cost reduction and in ad- 
vertising and sales promotion. This 
battle will not be just among appli- 
ance manufacturers, with utilities, elec- 
tric leagues, and dealers on the side 
lines. You will all be in it whether 
voluntarily or through pressure, and it 
will mean, for wholesalers and dealers 
as well as manufacturers, a relentless 
weeding out of the ignorant, the ex- 
travagant, the lazy and the unfortunate. 
In our own business we are devoting 
much of our time and attention to 
cutting costs, both labor and materials. 
Cutting labor rates is not the answer 
to the problem but by eliminating 
waste, by increased mechanization, 
more skillful planning, less non-pro- 
ductive labor and expense, we are striv- 
ing to bring our costs down so that we 
can quote prices that will enable us to 
stay in business during this fierce com- 
petitive battle. Manufacturing costs 
alone are not the answer. Somehow or 
other we must lick the distribution 
problem also. But in my mind, over- 
capacity and the fierce competition that 
results is the number one problem in 
our industry. 

Well, can’t we do something about 
it? Can’t we pass some laws to prevent 
this cut-throat competition? Certainly 
we can! We can pass laws limiting 
the number of electric range man- 
ufacturers, and controlling the quan- 


tity to be produced. We can license 
dealers so as to prevent over-expan- 
sion, and we can eliminate chain mer- 
chandising or utility merchandising. 
Of course all these ideas are part of 
the managed welfare state program. 
It’s wonderful—the only trouble is 
that it has never worked anywhere. 

So let’s abandon that idea, and hope 
that the politicians will do the same. 
Because this competition that we are 
going to have in the appliance field is 
part of the private enterprise system. 
It causes plenty of heartaches and 
some injustices, but it has given our 
country the highest standard of living 
and security and probably happiness 
that the world has ever known. 





Be a Good Neighbor - 


By ELMER L. LINDSETH 


President, Cleveland Electric Illuminating Co. 
and President, Edison Electric Institute 


We are all aware of the decline in 
prestige of American business leaders. 
Gwilym A. Price, president of West- 
inghouse, has said that “American 
business is now operating in a climate 
so hostile to enterprise that it is un- 
able to obtain its capital requirements 
from the public.” If we are to change 
this situation it will require a major 
effort on the part of all of us. 

Of course there is no substitute for 
performance. Before we can expect 
that the people at large will have full 
faith in business, we must be sure that 
we are running our own businesses so 
well, with proper regard for the public 
interest, that we deserve such confi- 
dence. 

In the case of public utilities, this 
means furnishing the best possible serv- 
ice, at the lowest possible rates com- 
mensurate with fair profits, to all the 
people. It means selling effectively. It 
means leaving no voids for govern- 
ment to fill. The electric light and 
power companies today are doing more 
effective selling than ever before. 

We in the electric utility business, 
and in all other branches of the elec- 
tric business, owe it to ourselves as 
businessmen to let the public know the 
value of our performance. This calls 
for alert and expert public relations. 
It means being a good neighbor—and 
letting the public know we are one. 

To change metaphors, you can’t pol- 
ish a rotten apple, but you can take 
the wrapping off a sound one. 
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Three Obstacles to Complete 
Home Laundry Sales 


By HOWELL G. EVANS 


Vice-President, Hamilton Manufacturing Co 
Two Rivers, Wisconsin 


What have been obstacles to general 
consumer acceptance of the All-Elec- 
tric Laundry, and what can we do 
about them ? 

There are three major obstacles— 
inadequate wiring, installation costs, 
and competition. Let’s consider them 
in turn. 

First, we can safely say that the 
greatest obstacle is that of inadequate 
wiring. No modern home should be 
constructed these days without an en- 
trance cable that provides for three- 
wire service, and then enough by way 
of general purpose circuits, appliance 
circuits, individual equipment circuits, 
and miscellaneous circuits to fill the 
needs of present day American stand- 
ards of living. 

900,000 new homes were built in 
1948. In planning for these homes, 
how many home builders appreciated 
the fact that to have installed a com- 
plete adequate wiring system would 
have meant only from 24 to 34 percent 
of the total cost of the home—that the 
value of the home itself in many cases 
has been endangered by economizing 
on the cost of wiring? 

Present figures indicate that, in a 
country with a population of 145 mil- 
lion people there are 41 million house- 
holds. Of that number, a little over 35 
million homes are wired for electrical 
service. Inadequate wiring, through 
lack of a three-way service, prevents 
the installation of the All-Electric 
Home Laundry. On the basis of the 
number of homes equipped with elec- 
tric ranges (about five and a half mil- 
lion), only 18 percent of the present 
homes are wired for three-way service. 


Inadequate Wiring An Obstacle 


While there is a large potential for 
the all-electric laundry in the 54 million 
homes already wired for ranges, in- 
adequate wiring still remains a serious 
block to general acceptance of the all- 
electric laundry. A greater acceptance 
of adequate wiring can be encouraged 
through the sale of any electrical ap- 
pliance requiring 220-volt circuit. This 
can be the “gimmick” to aid in selling 
adequate wiring—sell the appliance re- 
quiring a 220-volt circuit that takes 
first position in the customer’s mind, 
whether it is an electric range, an 
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electric water heater, or an electric 
clothes dryer. 

The second great obstacle is that 
of installation costs for the appliance 
itself. At least, this is the case in the 
minds of those having to do with its 
sale. Utilities in many cases are un- 
derwriting part of the installation costs. 
This is one method of meeting the 
situation. Another is to promote the 
sale of the Packaged Mortgage Plan. 
Still another is illustrated by the utility 
that made arrangements with a local 
contractor to handle the installation of 
all major appliances, thus guaranteeing 
a lower installation cost due to the 
volume of business involved. Installa- 
tion costs are a part of the price struc- 
ture, but price becomes a factor, be- 
cause we salesmen make it so. The 
seed grows in the mind of the man who 
sells the goods, and bears fruit in un- 
favorable customer reaction. 

The third and final obstacle to the 
acceptance of the All-Electric Laundry 
is affected by competition from the gas 
range, water heater, and dryer. Gas 
utilities all over the country have rec- 
ognized the importance of the gas 
dryer in the home laundry as the only 
major addition to gas appliances in the 
last twenty years. It would seem that 
electric utilities have not yet awakened 
to the possibilities of the all-electric 
laundry and of the electric dryer as 
one of the key appliances in that setup. 


Trend Toward Home Laundries 


On a second front is the competitive 
battle of the commercial laundry versus 
the all-electric home laundry. Nine 
hundred million dollars is spent every 
year by 37 percent of the urban families 
in sending their own laundry, in part or 
entirely, to the commercial operator. 
However, due to the ease of operation 
of home laundry appliances and the 
saving in cost for the work and wear 
on the clothes, this commercial laundry 
industry is giving recognition to an 
alarming trend away from thetr serv- 
ices on the part of Mrs. Homemaker. 





The Impact of Television 


By DAN D. HALPIN 


Television Sales Manager, R. C. A. Victor 
Division, Radio Corp. of America 


It would be difficult to find any one 
industry of the past two decades which 
has meant so much to the electrical 
industries as the field of tele- 
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vision has. A scant three years ago, 
postwar television began. It consisted 
of 7,000 television receivers in the 
hands of the public, a half-dozen sta- 
tions on the air, and the television net- 
work running only from New York to 
Washington. Since then, it has been 
forging ahead with jet-propelled force, 
a powerful, surging thing with public 
demand, excellent programs and manu- 
facturers’ sales efforts all rivalling each 
other as the principal factor in speed- 
ing its progress. Today there are 
around 100 television receiver manu- 
facturers, 90 stations scheduled to be 
on the air by the end of this month, and 
about 24 million receivers in this coun- 
try. The network spans half the con- 
tinent—from Boston to St. Louis, from 
the Atlantic to the Mississippi—em- 
bracing 53 stations en route. 


The Grandeur of Television 


The parade of programs constantly 
being beamed out to the receivers of 
the nation by both the networks and the 
individual local stations must surely be 
the greatest wonder ever to dominate 
the entertainment world. When you 
consider the weekly masterpieces of 
humor created by Milton Berle, Olson 
and Johnson, The Goldbergs, Arthur 
Godfrey, and many, many others, you 
marvel at the magic of television. When 
you survey the wide range of educa- 
tional programs, dramatic presenta- 
tions, films of all sorts, major cultural 
programs including grand opera and 
the finest of symphonies, you feel it. 
When you consider how television 
brings you great commanding news 
events as they happen and the domi- 
nant personalities of today’s news, it 
seems almost inconceivable that anyone 
who can possibly afford it would do 
without a television receiver. 


TV Good Load Builder 


Many of you are interested in how 
much power this audience uses in the 
course of its enjoyment of television. 
The average television receiver will 
consume approximately 270 watts per 
hour. Of course, a radio that would 
otherwise be on is probably not in 
use during the time the television re- 
ceiver is operating, so let’s deduct 65 
watts per hour for the radio. That 
brings us to 205 watts per hour. As we 
mentioned before, there should be no 
load loss because of lamps being turned 
off. 

The television receiver will be in 
use some five hours a day on the aver- 
age. Five times 205 brings us to 1025 
watthours a day or 30,750 per month. 
Right here we could stop and you 
could work out the right figures for 
your communities based on the number 
of receivers in use. Nationally, we are 
dealing with a figure of 24 million. This 
means 76 billion, 875 million watt- 
hours per month. At two cents per 
kilowatt hour, television is bringing a 
gross extra income to the electrical 
utilities of over 14 million dollars a 
month, nearly 184 snillion a year and 
just beginning. This, more than any- 
thing else I can say, indicates the im- 
pact of television on the electrical busi- 
ness. 
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The Kitchenizing Program 


By T. 0. McQUISTON 


Chairman, Electric Kitchen and Laundry 
Committee, E.E./ 


(Manager, Residential Sales, 
Duquesne Light Company) 


Why should we develop a national 
All-Electric Kitchen Program? 

There are two major reasons for a 
national activity. The first is the fact 
that electric kitchen business is big 
business. It has been estimated that if 
all the kitchens in wired homes were to 
be electrified according to modern 
standards the additional electrical ap- 
pliances needed would represent a re- 
tail market of 35 billion dollars. 

Operation of these appliances would 
require more than 165 billion KWH of 
electricity per year, and the additional 
financial revenue to utilities would ex- 
ceed 2} billion dollars. This 165 bil- 
lion KWH is more than 3 times the 
industry’s total sales to homes in 1948. 
The 25 billion dollars is greater than 
the industry’s total revenues in any 
prewar year, and is 1.7 times larger 
than present annual revenue from resi- 
dential sales. 

Now let us analyze the second rea- 
son. Competition dictates that we 
meet all threats that lie in the path of 
the electrical way of living. This com- 
petition comes from two sources and 
both are designed to stop the sales 
gains made by the electric range, the 
electric refrigerator, electric water 
heater and electric clothes dryer. We 
refer, of course, to the attacks being 
launched by the gas and LPG indus- 
tries. 

From our observance these cam- 
paigns cannot be taken lightly. They 
are intelligently conceived and prac- 
tically executed. They are aggressive 
and well financed. They have already 
commenced their attack on a national 
scale. These movements are more 
than just advertising campaigns. They 
are promotional plans in which the 
support of the appliance manufacturer 
is enlisted in selling gas service as 
against our electrical way of living. 

We in the electrical industry have 
been busy in the past five years trying 
to meet the demands of our customers 
and have neglected to provide the type 
of national leadership that is necessary 
to convince America that “we all live 
better electrically.” What we need is 
an old-fashioned revival on a national 
scale that will sell not only merchan- 
dise but the acceptance of a method of 


living. We need to sell this idea com- 
pletely, not only as an idea in itself, 
but to the exclusion of any other 
method of living. 





Selling the Rural Market 


By J. R. COBB 
Manager, Farm Market Sales, Frigidaire 
Division, G. M. C. 


Let’s spend a few moments discus- 
sing the sales and service problems of 
the successful rural appliance dealer. 
In most cases today he may be sur- 
prised to find that within 25 miles of 
his store are over 1,000 farm families 
that offer a much more lucrative mar- 
ket than he could possibly find in town. 
In town he is competing with the hard- 
ware merchant who has appliances for 
sale, the furniture dealer, plus the large 
city department stores. But in the farm 
areas—there it is different—he can 
really do something there if he goes 
about serving this farm market right. 
What are some of the things he will 
have to do to capture his share of it? 

(1) Is his organization set-up so 
that he can leave his shop day in and 
day out, getting to those farms, or will 
he be able to get the right kind of 
salesman to do this job? Good salesmen 
are in great demand, especially in rural 
areas; so looking over the organization 
to see who is going to sell out of town 
is important. (2) Service organiza- 
tion. Farm families like to buy from 
nearby local dealers because they can 
expect better from them. 
Therefore, our dealer had better ask 
himself the question, Can I render A-1l 
service on all those appliances that I 
sell 10, 15, or 30 miles from my store? 


service 


(3) Selection of trade areas to cover. 
Many dealers have no plans concern- 
ing their sales territory, when it comes 
to farm areas. As a result, they may 
consistently lose money when they sell 
too far from their home town. They 
also lose a very valuable sales asset 
when they extend their sales area too 
far. (4) Building a reputation with 
farm people. In many areas electricity 
on the farms is so new that these pro- 
spective customers haven’t decided just 
who does sell the best product or ren- 
ders the best service. Their neighbors 
too are all new electric users—so many 
times the dealer who gets there first 
with advertising and salesmen can 
capitalize on this fact and build a good 
reputation in a hurry. 
(Continued on next page) 


PAGE 69 








LEAGUE LEADERS LOOK AHEAD (Continued) 





“Don't Squint at Lighting” 


By H. H. BRENAN 


Manager, Residential Sales. Department 
Pennsylvania Power & Light Co. 
Allentown, Penna. 


The lamp bulb retailer is primarily 
interested in sales and profits. Yet 
he neglects to profit by the fact that 
every home needs lamp bulbs, that 
everybody goes to some store sooner or 
later to buy lamp bulbs, and that when 
a customer does come into the store 
to buy lamp bulbs a mere suggestion 
will often result in a sale of sight-sav- 
ing sized bulbs for immediate use and 
several spares. 

The portable lamp and fixture re- 
tailer is interested in the sale of lamps, 
but nine times out of ten he sells stands 
and shades—practically everything but 
the one basic thing a lamp is designed 
to do—give light to the user. 

The contractor is 
ested in installing wiring 


electrical inter 
. but all too 
often he installs only as much or as 
little as the architect or home owne 
specifies to accommodate a barely ade- 
quate number of lamp bulbs, 
nience outlets or appliances. 


conve 


How Customers Go Wrong 


The customer is interested in buying 
light, but rarely does because more 
often than not he is overwhelmed by 
the borax lamps with the usual quota 
of gimmicks—or buys lamp bulbs that 
are woefully inadequate for the par- 
ticular job for which he wants them. 

At the same time—the lamp bulb 
manufacturer is interested in produc- 
ing lamp bulbs with high efficiency, 
long life, low cost. 

The lighting engineer is interested 
in artificial light—how much is needed 
to do a particular job, how it can be 
directed, and how to eliminate or re- 
duce glare. 

The electric interested 
in better light sources because it has 
the responsibility of advising and in- 
structing the public in services that 
are beneficial and helpful. At the same 
time, better light turns its meters and 
builds revenues which in turn can be 
plowed back into the job of helping 
the public. 

The job now is to correlate all these 
points of view into a solid, unwavering 
front. 

In 1945 our company conducted a 
Residential Future Planning Survey. 
The survey indicated that one out of 


company is 
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every six of our customers planned to 
make some changes in the home light- 
ing. Why? Here are their reasons: 


To improve lighting. ...... 56.7% 
To improve appearance.... 38.1% 
Miscelianeous reasons .... 5.2% 


These answers were most interesting 
to us. They were and are proof positive 
that more than one-half of the home- 
makers who planned to change their 
lighting wanted to improve present 
lighting conditions. Improved lighting 
is, therefore, the dominant buying ap- 
peal—one that will be satisfied only as 
more and more lighting industry fac- 
tors actively promote and sell Certified 
Lamps and Planned Lighting. 

While the desire for lighting im- 
provement is undoubtedly the result 
of a long and continued process of 
lighting education, we, like most elec- 
tric companies, are accelerating our 
aggressive promotional efforts. Cer- 
tified Lamps, other individual types 
of home lighting equipment and gen- 
eral planned lighting are being stressed 
at every opportunity. Edison Elec- 
tric Institute’s excellent Planned 
Lighting Program has been extremely 
helpful. This particular program in- 
cludes literature for distribution to the 
architect, builder, contractor, folks 
who are planning on building or re- 
modelling a home, and those customers 
who have specific lighting problems. 
The program includes reaching the 
masses with the basic story of lighting 
through lecture 
group meetings. 


demonstrations at 
\s a result, today’s 
lighting needs by homemakers are at 
least two or three times those of 1945. 
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Why Women Buy Home Freezers 


By KAREN FLADOES 
Director, Kelvinator Kitchen 
Nash-Kelvinator Corp. 
Detroit, Michigan 

Last Kelvinator decided that 
since the freezer had been in wide use 
in homes for several years, the time 
had come to go to the homemakers and 
ask them frankly what they thought of 
this appliance. The result was a nation- 
wide survey among Kelvinator home 
freezer owners—rural, small-town and 
urban. 

Let’s look at the first question asked 
Kelvinator users: 

“Since you started using your home 
freezer, do you make more or fewer 
trips to the store or market?” 

91.9 percent said thai they made 


year 


fewer trips to the store—91.9 percent. 

Naturally, you wonder how many 
trips they saved each week. 

An average of three trips saved per 
family per week was reported. This 
means that there was an average sav- 
ing of more than 150 trips per family 
during the course of a year. With a 
well stocked freezer in your home, you 
go to the grocery only when it’s most 
convenient for you to do so. 

Question: “Have you been able to 
save money with your home freezer ?” 

Of those replying, 89.8 percent re- 
ported definite savings from use of 
their Kelvinator freezer, 6.1 percent 
made no answer to this question and 
4.1 percent reported no savings. 

Now for a breakdown of the saving 
question: “What principal foods are 
you saving money on?” The percentage 
of user mentions are shown here on 
each item: Meat, 88.5 percent; fruit, 
66.1 percent; vegetables, 65.8 percent ; 
ice cream, 62.4 percent; seafood, 54.2 
percent. Others were dairy products, 
27.8 percent; and baked goods, 19 
percent. 

Having determined that there is an 
actual saving and on what foods sav- 
ings are made, we find the next ques- 
tion asking, “How are vou saving 
money?” The percentage of mentions 
are indicated here. Buying foods in 
season, 59 percent; buying foods in 
large quantities, 53.2 percent; buying 
foods at bargain prices, 47.1 percent: 
raising some of own foods, 46.1 per- 
cent; buying foods directly from the 
iarmer, 42.7 percent; other methods: 
buying foods at wholesale prices, 41 
percent: preparing foods in advance, 
29.8 percent ; saving leftovers, 29.5 per- 
cent. Then there were other interesting 
sources such as avoiding spoilage: 
securing own fish and game; rendering 
own lard; preparing soup in quantity. 

But how much did these users be- 
lieve they actually saved in dollars and 
cents ? 

The average reported was $14.51 
per owner per month. This was the 
nation-wide average for both urban 
and rural users. Urban averages were 
$2.21 lower per month. Rural averages, 
$2.85 higher. 

Our next question gets into another 
phase of freezer use. “Are you enjoy- 
ing a better variety_and quality of food 
since you purchased your home 
freezer r 

89.8 percent indicated that they are 
eating a better variety and quality of 
food than before their purchase of a 
home freezer. Only 3.1 percent an- 
swered “no”, while 7.1 percent made 
no answer. 


Promoting Ventilation 


By P. D. BRIGGS 
Vice-President, ILG Electric Ventilating Co., 
New York, New York 


You are here to learn about exist- 
ing opportunities in the promotion of 
electric ventilation. It would be hard 
to find an equally fertile field be- 
cause most of the markets for electric 
ventilating equipment are far from the 
saturation point, in fact some great 
potential markets have less than 10 per- 
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cent saturation. All this in spite oi the 
fact that millions of farms, homes, iac- 
tories, stores and offices are now wired. 

In the residential field, we have a 
market potential that stretches the 
imagination. Many homes, now wired 
for electric service, do not make full 
use of electric ventilation. The same 
condition holds true for the hundreds 
of thousands of new dwellings under 
construction during the last few years. 

Without question, electric ventilation 
should be installed in every home jor 
health, comfort and preservation oi 
the dwelling. These applications would 
include, kitchen ventilation, night- 
cooling (attic fans), laundry ventila- 
tion, bathroom ventilation and recrea- 
tion room ventilation. 

We might briefly discuss reasons 
why you should promote the use oi 
electric kitchen ventilation. Every 
housewife reacts the same _ way, 
namely: after experiencing the joy of 
a kitchen ventilator she wonders how 
she lived so long without it. Here 
are some “greasy grime” facts. Sev- 
eral years ago, my company engaged 
the United States Testing Laboratory 
to conduct an exacting experiment to 
measure the amount of “greasy grime” 
given off while cooking ordinary meals 
for four people during a year. We 
quote from their certified test No. 
18979, as follows: 

“We have demonstrated in this lab- 
oratory by the use of a model kitchen 
that over 400 pounds of greasy and 
grimy condensate is given off in cook- 
ing in normal household during the 
course of a year and could be deposited 
in the home over household objects.” 


A Pound of Grime a Day 


Well, that’s more than a pound ot 
“greasy grime” each day to float 
around the house, to impinge on walls, 
furnishings and clothing. An electric 
kitchen ventilator will remove the 
trouble at the source, keep the kitchen 
cool, clean, fresh, odor free, an en- 
joyable place to work, and in addition 
save on_cleaning and decorating costs. 

For every home, night-cooling fans. 
window or attic type, provide luxurious 
comfort during the hot weather season. 
A simple installation of portable or 
built-in electric ventilators will drive 
out hot, sticky daytime air and draw 
in cool, refreshing night air. In addi- 
tion, the entire mass of the dwelling 
will be reduced in temperature so that 
occupants can sleep long and _ peace- 
fully in lower room temperatures, and 
enjoy a cooler home next day. 

These night-cooling fans are equally 
necessary for use in an insulated or 
uninsulated dwelling since insulating 
material retards but does not stop the 
transmission of heat. Many builders 
have found that the proper use of 
kitchen ventilators or attic fans in the 
home will prevent the spreading of 
moisture and thereby stop deterioration 
of insulation in the walls, ceiling or 
roof of the dwelling. 

An electric ventilator in the laun- 
dry of a modern home is also necessary 
to remove the heat and moisture given 
off by automatic washer, clothes dryer. 
ironer and water-heater. 

The need for electric ventilation in 
bathrooms and recreation rooms is self- 
evident. End 
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= Proven Glocks for Boosting Profits in 1950! 





draw 
addi- 
ae Without serious challenge from any other brand, each of 


eace- these two clocks was by far the most popular of its type 


a“ ne > eCSSIONS 


jually That's reason aplenty to push them in 1950! 


coho More reason is that they'll both be nationally advertised SELF-STARTING « ELECTRIC Clocks 


p the as featured items in a complete line of electric clocks by 


‘ . ; Aa OB TTip pnhOT EVEN A pW ot" 
‘Iders Sessions, all smooth-running, quiet and absolutely depend- Poearanved yD ’ neni 

se of Housekeeping 

in the 


* 
as aovearst 
ng of 


ration 
ng or 


able. Better make sure you have them in stock now! 


*Slightly higher in Far West. Subject to Federal Excise Tax. Protected under Fair Trade Act. 


THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 
laun- in Chicago: The Merchandise Mart Plaza; in San Francisco: Western Merchandising Mart; In Canada: Northern Electric Co., Ltd., Montreal, P. Q. 
essary a 
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THE WHOLE STAFF goes on the air when the Hood Electric Co. goes on the air. 


Miller, of the sales department; 


on by the announcer at any time. 


ADIO programs come and go. 
R The problem for the electrical 
appliance dealer who believes 
advertising is to work out a 
program which features a fresh angle 
and avoids copying the usual run of 


in air 


quizzers, giveaways and_ tiresome 
commercials. 

James A. and Harry Hood, owners 
and operators of one of General Elec- 
tric’s largest outlets in the Carolinas, 


have worked out a radio program for- 
rmgat which packs plenty of listening 
punch. The Hood Electric Co., at 285 
Meeting Street, 
the program, 
in incre 


Charleston, 
counts 
ised sales to 


sponsor of 
excellent results 
a large air audi- 
ence 
Announcer Is Pivot Man 
As in the case of 


all good advertis- 


ing air shows, the Hood program is 
built around a clever announcer. He 
is “Specs” Munzell of Station WTMA 


Munzell is the hub 
iround which the show revolves, firing 
bits of wisdom, pertinent 
and entertaining sallies at 
opportunity. 
The unusual feature 
that every 


in Charleston. 


wisecracks, 
questions 
every 
show is 
Hood firm 


of tl 1e€ 
member of the 


takes a turn at the microphone. The 
president of the company goes on the 
air one day and the office boy has his 
say-so the next. 
ful guidance, 


Under Munzell’s art- 
it has become a show to 
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Harry W. Hood, 





service manager and part owner; 
E. Marlow, salesmen; W. M. Zeigler, sales manager, and James A. Hood, president, all expect to be called 





Mrs. Louise F. 
W. A. Smith and 
frigerators. 





12-50 CLUB 


OYN Thi 


the answers as “‘Specs”’ 
The entire broadcast is strictly unrehearsed 





jslen To 
W.T. M.A 


LOUISE H. MILLER of the sales staff must know all 


Munzell quizzes her about re- 


and none of the store personnel work from a script. 


APPLIANCES ON THE AIR 


A different kind of radio program featuring every- 
body from president to office boy has boosted sales 
for the Hood Electric Co., Charleston, S. C. 


which most Charlestonians look for- 
ward, and has made almost every mem- 
ber of the Hood staff as widely known 
in that city as Fred Allen or H. V. 
Kaltenborn. 

“Tt is entirely an ad-lib show,” says 
Mrs. Louise F. Miller, assistant in the 
sales department, who is in charge of 
the program. “None of us get a script 
to speak from and none of us know 
what we are going to talk about before 
we go on the air. Mr. Munzell leads 
us right into the subject—which is al- 
ways appliances, of course—and the 
result may turn out to be new recipes, 
new uses for small appliances, service 


” 


and repair angles, trade-ins or just a 


boost for the Hood firm name.” 

To achieve success in such a pro- 
gram is not as easy as it may sound. 
The fact is, Mrs. Miller reveals, both 
the announcer and the store personnel 
work pretty hard to make the program 
sound casual. Munzell must know 
something about electrical appliances, 
and the store’s staff must recognize 
and understand something of broad- 
casting and its limitations. A service 
man, for example, must realize that 
while he explains how to get the best 


results from electrical equipment, he 
must watch his phraseology to avoid 
using technical or trade terms which 
might not be understood by the aver- 
age listener. 

The basic idea behind the show is 
for the Hood Electric Co. to get its 
message across while retaining the 
interest of the listener. And by keep- 
ing the show on an unrehearsed basis, 
almost any angle of appliance demon- 
stration can be worked into it. For 
instance, Munzell may ask any one of 
the numerous spectators who gather 
at the store for the program every day 
to step forward and learn how to keep 
her electric fan in best running condi- 
tion. He then calls on one of the 
service men who explains the process 
in his own language, with Munzell fill- 
ing in with questions and descriptions 
where they are needed. 


Head Man Gets In 


By the same procedure, Mr. James 
Hood, president of the company, may 
be called on to explain just how he 
has worked to make the Hood name a 
dependable one in the appliance field 
and why every product sold under that 
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name must fulfill the desire of the cus- 
tomer to his own satisfaction. 

On another day, Mr. William M. 
Zeigler, sales manager, and his staff of 
salesmen may be quizzed by Munzell 
on costs and operation of appliances, 
the choice of equipment for home or 
kitchen, or on questions of economy 
and practicality of their machines. 

The program is presented daily 
Monday through Friday from the main 
showroom of the Hood Electric Co. 
One corner of the big display room 
has been set aside for the broadcast. 
This corner is visible through the large 
plate glass windows to both pedestrians 
and motor traffic, and usually a large 
crowd gathers outside the window. 

In addition to the interviews con- 
ducted in the store, there are other 
features included in the program such 
as telephone quizzes, jackpot prizes 
and awards of gifts to the listeners. 
These features, however, are subordi- 
nated to the major idea of presenting 
the store’s personnel in all phases of 
the appliance business. 

The program was a natural out- 
growth of the Hood firm’s search for 
the best and most effective way to ad- 
vertise its wares. The 12-50 Club, as 
the program is called, was a success 
from its inception in the early summer 
and the Hoods believe they have found 
the ideal advertising medium in their 
air show. End 
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Thank You, 


Hotpoint Dealers! 


Your determination and selling skills have overcome many difficulties 


in 1949. Your aggressive action has made 1949 a sound and 


successful year for Hotpoint. Now we are ready to repay you with 


sensational new products which offer you even greater profits for 1950. 


Despite the steel strike and last summer’s setback in 
sales, 1949 has been a great year for you and for Hotpoint. 


You Hotpoint dealers, and the distributors who serve 
you, deserve a good part of the credit. You set an example 
for leadership that will stand for a long time in the 
appliance business. 


Last spring when supply caught up with demand and 
the public held their dollars looking for bargains, you 
stuck by your guns. You believed, as Hotpoint did, that 
quality appliances at their new low postwar prices were 
the best dollar values on the market. When Hotpoint 
invested a large sum of money to run its now famous 
“The Truth About Electric Appliance Prices” advertising 
campaign, you backed this up by hard selling. 


You were confident that this frank campaign on appli- 
ance prices and values would help turn the tide. Then 
you proved that by applying sound principles of selling 
and working hard you could produce a profitable volume. 


Today, Hotpoint ranges, water heaters and automatic 
dishwashers are America’s fastest-selling make. Hotpoint 


WOW FOR {9, 


refrigerators, automatic clothes washers and other 
kitchen and home laundry appliances are rapidly 
approaching sales leadership in their respective fields. 


You had confidence in Hotpoint and your Hotpoint 
distributor. You knew that Hotpoint, with its selective 
dealer policy, would not crowd the market with dealers 
as so many manufacturers have done in recent years. You 
knew that your Hotpoint distributor had assigned you a 


territory with adequate sales potential. 


Based on our confidence in you, Hotpoint conducted 
and increased its product development work. Now, this 
investment of more than $2 million in product design 
and engineering work gives you the newest and finest 
line of kitchen and laundry appliances for 1950—evi- 
dence that Hotpoint is indeed the ‘Franchise With A 
Future.’ 


Inc. 





(SEE NEXT TWO PAGES) 
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HOTPOINT 


Now—The HOTTEST Line Is HOTTER Than Ever! 


RANGES - REFRIGERATORS - FOOD FREEZERS - WATER HEATERS - DISHWASHERS - DISPOSALLS - CLOTHES WASHERS - DRYERS - IRONERS - CABINETS and SINKS 






































“THE” 


Automatic 


Four brilliant 1950 dish- 
washer models—plus a 
complete electric sink— 









NEW Electric Ranges 

















Instant Heat Calrod Unit CABINETS 


Starring a sensational new Pushbut- 


ton Range at agains price, Hotpoint’s assure Hotpoint dealers 700 / 
1950 line of America’s leading elec- of even greater leadership 7 
S Hottest New Feature tric ranges features eight great new with the product that 
models and a price for every budget! offers more first sales Hotpoint dealers cash in on 
than any other appliance! kitchen remodeling plans with 


In Cooking! 


Here’s the most outstanding sales feature in 
the electric range business today—Hotpoint’s 
amazing new Instant Heat Calrod® Unit, fea- 
tured in the 1950 os RD-6 and RD-7 
Pushbutton Ranges. 
Only 6 inches in 
diameter, this light- 


- , it boil gineering and design put this extra capacity into an 
ning-fast unit ons amazingly compact cabinet which requires little more 
two cups of water in 


¢ ( a } 5 y A 
SS » A | floor space than an ordinary ‘*8’’! 
less than four minutes. 7 
Like all Hotpoint surface units, it is designed 
for high efficiency and is built to last and last! LOOK TO HOTPOINT FOR T 
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a complete line of stream- 
lined wall, base and cor- 
ner cabinets. 


NEW Space-Saver FREEZER Unit 
Holds 385 Pounds of Food! 


Just what the big family will order—Hotpoint’s sensa- 
tional new 11-cubic-foot Food Freezer! Advanced en- 
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with THE 


o & 





1950’s hottest home appliance news is all Hotpoint! brilliant new line of the world’s finest refrigerators . .. a 
Once again Hotpoint dealers have hit the jackpot in new space-thrifty new 11-cubic-foot food freezer ... amazing new 
features, new models, new values! The only dealers with a full Instant Heat Calrod Units . . . plus many more Hotpoint 
line of all-new products, they have sales clinchers galore—the advantages. No wonder dealers call Hotpoint the Franchise 
first Pushbutton Range in the medium price field . . . a Ready- With A Future! Hotpoint Inc. (A General Electric Affiliate) 


Plumbed Dishwasher-Sink that meets all plumbing codes...a 5600 W. Taylor St., Chicago 44, Illinois. 





bee 











Two Amazing Hotpoint 
Home-Laundry Appliances 


: Hic ’s Here—Hotpoint’s 
WASHER eed re =e - 


ciric 
ELECTRIC CLOTHES DRYER! Ele 


ALFRIGERATRS 





These advantages clinch washer sales 
for Hotpoint dealers—Swirlaway Water ‘ 
Action, Fluid Drive Power and Wond- ge ; 

R-Dial Water Saver. Hotpoint Dryers See Hotpoint's all-new line of the 
have more perfected and proved features. world’s finest refrigerators—10 
models packed with ‘“‘extras’’ but 
priced with ordinary makes. No 


bigger selection in the industry. g 
NEW DISHWASHER-SINK 
COMBINATIONS! 
Hotpoint’s brilliant new Dishwasher-Sink 
Combinations include a Baga phe gael 
y 





Everybodys Pointing To 

















model which plumbs in as easily and inex- . 

pensively -" oes alone! Its a AL 

new Wonderflo Faucet permits one-han 

control of both water temperature and force. $ H 

Only Hotpoint’s Dishwasher Sink has it! The Franchise With A, Future 


>Re | THE FINEST—FIRST 
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The brightest, clearest pictures ever seen! That's 
SENTINEL—with bigger-than-ever profits for you! 


It’s easy to sell Sentinel with its Auto- 
Matic One-Knob Tuning for automatic syn- 
chronization of sound and picture . . . built- 
in antenna that eliminates costly installation 

. rich, smooth FM sound. . . non-glare 
safety glass... and a full 24% more picture 
than is possible with conventional screens. 
Beautifully hand-rubbed mahogany cabinets 
styled with sell-on-sight eye appeal. 

It’s easy to sell Sentinel with all its up- 
to-the-minute features. Get all the facts on 





314-1 316 
Sound money-maker! Sim- 3-way personal portable. 
plified slide-rule dial, auto- Light-weight. 4 “Personality 


matic volume control makes 
tuning-in quick and easy 


Colors.” Exciting in tan, red, 
white or green. 
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FM-AM ata price that sells! 
Built-in antenna. Loaded 
with sales appeal! Ideal as 
an“‘extra”’radioinany home. 


a 





the outstanding Sentinel line of Consoles 
and Table models. All carefully designed 
and meticulously built to assure you bigger 
volume, greater television profits the year 
around. Call your Sentinel Distributor now 

. Or write us direct for full information. 


Sentinel 


Radio ond Television 


EVANSTON, ILLINOIS 


TRAVEL THE PROFIT ROAD ALSO WITH THESE MOST POPULAR SENTINEL RADIOS 





Priced for volume sales! 
Radio’s grandest achieve- 
ment in design and engineer- 
ing. A little beauty. 


Super sensitive for long- 
range reception . . . Full 
range tone control. Beauti- 
ful walnut finish plastic. 
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How One Kitchen 
Sells Another 





CONTINUED FROM PAGE 55 === 


way in the garage or on the grounds, 
these cabinets, which were picked up 
from the wholesaler’s that morning, 
serve to prevent a lag between the 
order and the appearance of the work- 
men. “My,” says the customer, “that 
Bass-Miller outfit certainly gets right 
on the job.” Although it may be a 
week before the company’s workmen 
are able to turn to this installation, 
the initial impression has been made. 
But, such a time lag, if necessary, 
should come before any work is 
started. Delay after work has started, 
leaving the customer with an old 
kitchen half torn up, is one of the 
easiest ways to alienate customers. 
The quality of their workmanship is 
the pride and joy of the men of the 
Bass-Miller concern and the strongest 
selling point when they take a prospect 
to visit a customer’s kitchen. Self 
evident, says Wille, is a quality line 
of cabinets, appliances and materals, 
plus good workmanship by the sub- 
contractors. But he feels that there is 
more than that in building a quality 
kitchen. “Finishing touches” and 
“little extras” top off the job and serve 
sometimes more than the job itself to 
make the customers happy with the 
result. A woman whose kitchen had 
just been completed by Bass-Miller, 
showed it off to this writer. Next to 
her overall enthusiasm for the $2590 
worth of kitchen was her pride in the 
way Wille had put matching Formica 
underneath the small, semi-circular 
shelves between the window and the 
cabinets. “We, didn’t specify that,” 
she said. “Who’d ever think you'd 
need to cover under shelves? Yet 
that’s the only part of those shelves 
you can see, so Mr. Wille went ahead 
and did it.” Another prospect was 
highly pleased with her steel and 
Formica kitchen—except that she still 
liked her old breadboard and it looked 
out of place. Wille took it and covered 
one side with the same design Formica 
as the counters so that it could be kept 
handy in the kitchen and look like part 
of the new kitchen until she needed to 
turn it over for use. These and many 
other little touches never go on the bill. 
We figure a flat five percent for each 
job in the beginning and add that to the 
estimate.” End 
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“WE COULD USE ABOUT FOUR FIRST AID KITS. 
WE'RE OUT SELLING DOOR-TO-DOOR NOW.” 
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ac prosperous farm families go away to school, learn better modes 
bes: of living, are no longer content with the simpler standards of 
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NOW...LEWYT OFFERS 


“OUTSIDE SELLING 


Lewyt now adds OUTSIDE SELLING to round-out the Vacuum 
Cleaner Industry's most successful INSIDE-THE-STORE Sales Pro- 
gram! For the first time in appliance history, you get a 
practical, profitable, tested plan for selling in the HOME, by 
APPOINTMENT, from LEADS! Here, at last,.is a complete common- 
sense plan that means PLUS BUSINESS — VOLUME-ON-TOP-OF- 
VOLUME, PROFITS-ON-TOP-OF-PROFITS! Outside selling is a 
‘must’ for many dealers! And as you will see here, it's as 


7 d easy as 1-2-3 to get started now! 








LAN’ 





























RIGHT! AND THINK), 
OF THE PROSPECTS 
YOU CAN DIG-UP OUT, 
OF YOUR EVERYDAY 
STORE TRAFFIC \ x 
WITH [0-SECOND 
\POEMOS' AT THE [4 
{FAMOUS LEWYT, | ee 
MARKET PLACE ! 


2 Yaz, 





LOOK AT THIS AD 
EDWARDS RAN! IT 
LEWYTS 












of 


eo 








y EVEN \F | ONLY GOT 


Pah 

: ° ' yn 
100 PROSPECTS OUT 
OF A* SCATTER PIN” 


















































Lh | ¢ PROMOTION, IT WOULD 
KEEP 2 OUTSIDE MEN 
BUSY FOR WEEKS! 

f (R\GHT AGAIN * 7 










aa ae pan RIGHT NOW! ALREADY 
LEWYT SPECIALISTS HUNDREDS OF LEWYT 
DEALERS ARE TAKING 

YOU TIE-IN BY Ww ADVANTAGE OF LEWYT'S 
RUNNING SMALL, as NEW WAY TO DOUBLE 
, WANT ADS IN VOLUME ! OUTSIDE 


YOUR LOCAL 
PAPER * 


w 
aX 490.09 gt 
wee ans see ae 


SELLING 1S GOING 


See WHEN 
7 ee CAND GET 
STARTED? 



























ANOTHER SOURCE 
OF LEADS ARE COUPONS 
FROM LEWYT'S BIG 


%000 COUPONS POUR 
IN EVERY MONTH ! 
DEALERS ARE CLOSING 























HERE'S THE COMPLETE SALES KIT 
EVERY LEWYT SPECIALIST GETS... 
IT'S A BULL SALES TRAINING COURSE 
ON“ HOW TO GET PROSPECTS", 
¢ “HOW TO SHOW THE LEWYT" 
(NW HOW TO CLOSE SALES"... GIVES 
HIM ADS, FOLDERS, DIRECT 
MAIL CARDS, EVEN AN 
IDENTIFICATION CARD! 


O 
Ms NAO 
<CN SN 

























Ze 











GET GOING NOW! SEE YOUR LEWYT DISTRIBUTOR 
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AN AMAZINGLY SIMPLE 
TO LEWYT DEALERS! 


IN MORE WAYS THAN ONE! SEE 
THE CROWDS IN THIS PICTURE? 
PROSPECTS... STIRRED-UP BY LEWYTS 
NEW"SCATTER PIN” PROMOTION 
AT EDWARDS, SYRACUSE. @ 


























YOV'D BE USING OUTSIDE 
SALESMEN TODAY IF YOU 
COULD KEEP FEEDING THEM 
LEADS ...AND IF YOU COULD 
FIND MEN AND WOMEN 
WHO'D FOLLOW-UP THOSE 
LEADS PROFITABLY ! 


























YOU'RE RIGHT! 
BUT HOW 
DOES LEWYT 
HELP ME GET 
THOSE LEADS? 
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LOOK! LIFE AND 
SATURDAY EVENING 
POST ARE TELLING 
40,000,000 MEN AND 
WOMEN ABOUT THE 
EXTRA CASH THEY 
CAN MAKE SELLING 
LEWYT CLEANERS 
’ FOR YOU. 


MANY LEWYT DEALERS 
TURN UP MORE 
PROSPECTS BY / 
G USING-THE-USER | 
WITH LEWYT'S 

NEW LOW-COST 


AND THIS CHRISTMAS, 
LEWYT OFFERS YOU A 
2- GIFTS-FOR-THE- 

PRICE-OF-1 PROMOTION! 
THIS GORGEOUS IS-INCH 
@ ONEIDA SILVER TRAY 
GIVES YOU THE JUMP 

ON COMPETITION! 











































QK! OK! SO 
1 GET PLENTY 


AOS TO HELP { 

ME LINE UP 
MY OUTSIDE \ > 
SALES FORCE? )~ 









































INSIDE OR OUTSIDE YOUR 
STORE , LEWYT GIVES YOU 
THESE FEATURES THAT 
REALLY SELL CLEANERS! ) 
“NO DUST BAG TO EMPTY! 
“ITs QUIET..NO ROAR!®. 
“NO UNHEALTHY LEAKING 
DUST! ".. JUST TO 
MENTION A FEW. ONLY 
LEWYT GIVES YOU.. 
THE PRODUCT, THE 

~.| PROMOTIONS, AND THE 


AND LEWYT'S OUTSIDE SELLING 
MANUAL SHOWS YOU “HOW TO 
GET STARTED" “HOW TO PICK 
YOUR MEN" *HOW TO 
COMPENSATE, ETC.! 
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MODEL E-262 features: 
Automatic Timer, Fluores- 
cent Lamp. Interval Timer. 
Utility Outlet. Timer Control 
Selector. Deep-Well Cooker. 
Waist High Broiler. Warming 
Drawer. Two big Storage 
Drawers. 7 speed cooking 
units. Large illuminated oven 
with automatic heat regulator. 








MODEL E-260 features: 

Seven speed cooking units. 
Utility Outlet. Large oven with 
Automatic heat regulator. 
Waist High Broiler. Three big 
Storage Drawers. 








HOME FREELERS REFRIGERATORS WATER COOLERS 
ELECTRIC And GAS HOT WATER HEATERS 





See us at January Furniture Show 


at our regular spot . . . BOOTH L-17 American Furniture Mart 


MWAROM 


SELF-SERVE FREEZERS And BEVERAGE COOLERS 








MARQUETTE 


Marquette Ranges have the features people 
want. Highest Quality, yet—prices are com- 
petitive! 


Plenty of Room. Spacious one-piece top is 40 inches wide with units 
spaced 10 inches center to center. Large Insulated Oven. The Waist 
High Broiler and two big Storage Drawers. 


Seven Speed Heat Units. Fast, flexible heat control. Seven heats 


from simmer to highest heat on all three surface units and Deep- 
Well Cooker. 


Automatic Timer Clock. Starts, times and turns off the Oven, 
Deep-Well Cooker or the Appliance Outlet. Interval Timer has dis- 
tinctive warning chime. Automatic oven temperature control for preci- 
sion baking. Starts, cooks a complete meal, and shuts off automat- 
ically . . . while housewife is away! 


illuminated Oven and Top. Fluorescent Lamp Assembly illuminates 
gleaming white porcelain one-piece cooking top. Oven Light turns on 
when door is opened. 


WRITE TODAY for details on a profitable 
Marquette Dealership. Sell the Complete 
Line of Marquette MAJOR Appliances. 


MARQUETTE APPLIANCES, Inc. 
Minneapolis 14, Minnesota 


alate 













MODEL E-262 
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Funny Business 
Means Business 


oe CONTINUED FROM PAGE 67 


pensation varies, something like a for- 
mula of $50 a week, plus eight per- 
cent. 

One percent of gross sales is split 
equally among the four departmental 
managers. Each manager gets paid 
every month, eliminating jealousy and 
rivalry that might otherwise crop up. 

Less than one-fourth of the store’s 
floor space is devoted to appliances 
and kitchen cabinets. The balance goes 
to housewares, water systems, plumb- 
ing supplies, and sporting goods which 
are in the rear and which are carried 
principally because they attract men. 
Gifts are up in front in the window and 
do a great job bringing in women cus- 
tomers. With the gifts are the mixers. 

The Jones-Mack team has had a 
great deal of experience in second 
hand goods through its four automo- 
bile agencies, and as a result will take 
only good clean trade-ins ready to 
sell. “I have seen car lots full of 
jalopies that were so much junk and 
cost the automobile dealer all his 
profit,” says Mr. Jones. 


A Watch on Trades 


Allowance on a trade-in is on a slid- 
ing scale in which the salesman makes 
more or less personally depending on 
whether the trade-in is good or bad. 
Mr. Jones has a horror of slow-moving 
used merchandise, and on his car lot 
used to sell to the junkers stuff that 
had stood around 15 days without 
selling. He is convinced that trade-ins 
can be a rat-hole down which all the 
profit of a business can be drained, 
and intends to proceed cautiously in 
this direction with appliances. 

Mr. Jones early realized that the 
appliance business is an installment 
business and made arrangements to 
handle it by hiring a veteran in the 
Topeka field. “A man who knows 
credit and creditors in a given town 
is priceless in the building up of an 
installment business,” he says, “and we 
were lucky to get off on the right foot 
in this respect. Knowing who is good 
and who is bad is the fundamental 
which I cannot over-stress.” 

As proprietor of four automobile 
agencies, the Jones-Mack combination 
has plenty of trucks with which to haul 
merchandise, and uses this facility to 
the hilt, End 
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Planned for Homemakers...Designed by Home Economists 
PROMOTED TO SELL! 


Women dreamed them... Home economists 
planned them... the new 1950 International 
Harvester Refrigerators. They’ re Femineered 
. engineered from the feminine point of 
view. And . . . they’re promoted for dealer 
profit with powerful advertising. 
Full-color pages in the leading national 


Listen to James Melton on “Harvest of Stars,”” NBC, Sunday Afternoons 
INTERNATIONAL HARVESTER COMPANY 


180 North Michigan Avenue 





as You Lver Saw / 
One of 
THE NEW 1950 
INTERNATIONAL 
HARVESTER 


Its new.. 


XS 
\ 

] 
S 


7 


\““ 


MAAK 
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. it’s unique .. . it’s amazing! The unbelievable new 
1950 International Harvester Model H-74 Refrigerator . . . the 


el 











Z Biggest Little Refrigerator You Ever Saw! Made to satisfy 
Z increasing consumer demand .. . planned and priced for top 
A\e dealer profit. 
> F Now International Harvester Refrigeration Dealers every- 
" where have a great new sales maker .. . price leader of the new 


and complete 1950 International Harvester Refrigerator line. 
New Harvester engineering has produced a refrigerator with 
full 7.4 cu. ft. capacity in a cabinet measuring only 54*¢ inches 
high, by 25 inches wide by 287¢ inches deep! 

Yes, here’s the ideal refrigerator for small homes and apart- 
ments. Streamlined . . . beautiful . . . with many unique features 

. and loaded with price appeal! Just introduced . . . widely 
heralded... now on display at all International Harvester Refrig- 


eration Dealers. It’s the homemaker’s dream . . . a dealer’s dream! 
















magazines ... network radio... Sacked by 


a tremendous program of local promotion 
prepared for dealers’ use in their own local- 
ities. No wonder International Harvester 
Refrigeration Dealers throughout the coun- 
try are looking to i950 for the biggest 
profits they ever had! 


Chicago 1, Illinois 


m4 a a stabrdonngy HARVESTER 


Refecgerasore Ce and J~recgerd 
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C. 
WATCH THE NEW 






Here’s a totally new kind of sun lamp...a fluorescent sun lamp 


that offers you a new sales opportunity . . . the kind you haven’t Xx 
had in years! Here’s why: Ses 


For the first time it’s practical to provide indoor sunshine for a tH 
whole room—for people at work or play; thus this lamp is perfect “e 
for schools, offices, factories, homes, and amusement and recreation 
areas where everyone can now gt a full measure of ultraviolet. 
That's a big-volume market! In addition, there’s a huge market 
for this lamp in homes and private offices because it is ideal for 
quick individual sun tanning. High-intensity, cool exposures pro- 
duce a real tan in a short time. The lamp has five times the efficiency 
and four times the life of the conventional sun lamp. And it costs 
less to buy and less to run! 


Rating Bulb length Price 

20-watt ........ 24 inches ........ $4.50 

It’s an easy lamp to merchandise, too. There’s nothing complicated 40-watt ........ 48 inches ........ $7.00 
& 


about it. It’s like any regular fluorescent lamp except that it pro- 
duces ultraviolet light instead of light for seeing. 
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The Time “Pon Now} C 
TO RIDE THE . picennenennneeimennnan 


WESTINGHOUSE WESTINGHOUSE ELECTRIC CORPORATION 
WAVE T re) Lamp Division, Bloomfield, N. J. 
GREATER 

PROFITS 


oF*, 


Se eee ee 


Rush me full details about the sensational new Westinghouse 
e FLUORESCENT SUN LAMP. 


WESTINGHOUSE LAMP DISTRICT OFFICES: 


Company Name 


PE i Oe ee 
¥ 
Ev Pe °C a 


ea Sa ere ne 10 High Street 

CHAMBLEE, GA.......... 2260 Peachtree Industrial Blvd. 

a cae te 20 N. Wacker Drive Street ‘ aaicineaecieaibaaea nin 
Sere 40 Wall Street 

Gs cine ncanbhevaawkwan 3001 Walnut Street : 

PITTSBURGH eR RR sar 419 Wood Street A I I sis peic cikecrn tania sa esnhocicviisntaciisnhecianinlsiehanitaiienndandtatidihiblagetsicien = 
Ne OEM 6c 05 éscncccnvavcesewe 410 Bush Street po ; ™ , es - — : 
RNS sdbGrirncidnneeey indeed 411 N. 7th Street Pe ee ee Oe ee Pe Pere ee et 
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Help yourself to big profits with 
this amazing heater discovery... 


|. 
THERMALINK 


FVeoheat 





Left: 1320-watt port- 
able model, also avail- 
able with wall-mount 
bracket. Other models 
for 2000 watts supplied 
with or without built-in 
thermostat. 


Other exclusive feelited! 


SAFE AN TYPE ELEMENT 
Shockproof element is insulated and permanently sealed in 
metal sheath. No hazardous, open-coil elements are used. 


STURDY ARC-FORM CONSTRUCTION 
Made of heavy-gauge steel, formed to provide unusual 
stability and prolonged heavy-duty service. 


TIP-PROOF BALANCING 


Scientifically balanced to prevent tipping, even though 
unit weighs only 92 Ibs. for easy portability. 


DESIGN FOR DOUBLE-DUTY SERVICE 


Besides serving as highly efficient heater in winter, the 
unit is effective as cooling fan in summer. 


ATTRACTIVE DESIGN AND FINISH 


The appearance of the smart, modern design is enhanced 
by the soft, texture-gray finish that harmonizes with any 
color scheme. 


WRITE FOR BULLETIN 106 


ELECTRO-THERM INC. @ SILVER SPRING, MD. 
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Makers of the Famous Thermalink Water-heating Elements 








TV Service Is No Cinch 





ONTINUED FROM PAGE 63 


profit, on an average $55 policy, of 
$18.50, or 37 percent. 

This assumes, of course, that Metro- 
politan receives its money. In the hal- 
cyon days when dealers were begging 
for installation and service they took 
care not to jeopardize their chances 
of getting it and paid their bills 
promptly. Today, however, perhaps 30 


| percent of Schlanger’s dealer customers 


| 
| 
| 
| 





do not pay the whole fee at the time 
the contract is signed, even though 
they have collected in full from the set 
purchaser. 

“Today,” Schlanger says, “you have 
to take some chances on dealers’ credit, 
because if you push them to the wall 
they'll get somebody else to do their 
service. So, we try to make it easy for 
dealers by insisting only on an initial 
payment of the installation charge and 
enough of the service contract to cover 
the first three months of service. Deal- 
ers we know are completely reliable 
are allowed to pay us this amount at 
the end of the month in which the set 
was sold.” 


Money Is the Weak Spot 


Kteason for the decline in prompt pay- 
ment of the whole charge, Schlanger 
complains, is that some merchants are 
using service moneys received from 
customers to buy more inventory. On 
the rare occasions when dealers who 
have been paying him on a pro rata 
basis go out of business the customer 
has been the one to suffer. In such 
cases Schlanger, who has not re- 
ceived his money, despite the fact that 
the customer paid the full service fee, 
is forced to discontinue the service 
and, when he can, he tries to get the 
distributor to underwrite the re- 
mainder of the contract. 

The very real possibility that a 
customer who has paid for an instal- 
lation and service policy in good faith 
may not get full value is one of the 
present weak spots of television serv- 
icing, Schlanger claims. “There should 
be some way,” he says, “by which 
money paid for service could be put in 
escrow.” 

Usually, of course, Metropolitan is 
paid in full, even though the payments 
may be made on a quarterly basis. 
Otherwise the company couldn’t stay 
in business. 

Even with a high percentage of full 
payments President Schlanger works 
and worries overtime to keep servic- 
ing profitable. He explains the prob- 
lem this way: “If you’re not on the 
ball in this service game you are 
going to have leaks left and right— 
and those leaks can be very expen- 
sive.” 


A Finger in the Dike 


With a resolution reminiscent of 
the legendary Dutch boy who saved a 
town by plugging a leaking dike with 
his finger, Schlanger personally reads 
and checks every work order form 
that passes through the office and has 
established a detailed system of checks 
and balances. 

In the service game since i933, he 
has filled a reservoir of experience 
that enables him to find most leaks 
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before they start. For example, every 
serviceman is entitled to any repair 
part that he wishes—but he must sign 
for it. The new part, or the old part 
which it replaces, must be returned to 
the company within 48 hours. But 
returning an old part is not enough. 
If, for example, a technician draws a 
small tube for a given make and mode! 
receiver, he must return a tube which 
the company knows from its records 
and experience is a tube which was 
actually used in that location in that 
make and model set. The only excep- 
tion to the 48-hour-return rule is the 
serviceman’s car stock. Each traveling 
technician equips his car with any 
and all repair parts and equipment 
that he may need. For this he is 
charged and an eventual accounting 
must be made, but it doesn’t have to 
be returned within 48 hours. 

When an old tube or other part is 
returned by a technician as no longer 
suitable for its original task it is not 
discarded forthwith. Such tubes can 
be, and often are, used to perform 
other functions. So, Metropolitan 
checks each incoming tube and, if 
possible, uses it again. 

Backing up Schlanger’s whole sys- 
tem of checks and balances is a com- 
plicated and cross-indexed filing and 
record-keeping system which requires 
the full time of one employee and 
many hours of part time work by 
other personnel. Portions of the sys- 
tem were borrowed from other busi- 
nesses, some of it was invented by 
Schlanger, but, complicated though 
it appears, it works. At a moment's 
notice the company can put its finger 
on the complete and recorded history 
of every installation and all subsequent 
service calls, including all dates, all 
difficulties, all remedies, all parts and 
labor used. Every work order form 
shows in detail all pértinent informa- 
tion, including: (1) name, address 
and telephone number of customer: 
(2) vendor of the receiver; (3) make, 
model, serial number of set; (4) serial 
number of kinescope—both old and 
new one, if new one is installed; (5) 

(Continued on page 88) 








“IT WAS BAD ENOUGH WITH THEIR ‘ZOOMAR' 
LENSES.” 
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How The Everhot Ensemble 
. | Steps Up Holiday Profits 


rt When you sell an Everhot Ensemble you have sold 
to in one magnificent gift package the appliances that 
every woman wants. You are justified in putting 
your best salesmanship back of this outstanding 
appliance specialty, for the sale earns you a profit 
worth working for. In most cases it won’t take 
much if any more of your time and effort to sell the 
Everhot Ensemble than to sell any one of the 
aS separate items. 

While any of the items can be sold separately, 








a all the appliances are designed and manufactured 
ne to be component parts of the Everhot Ensemble— 
8 one compact, beautiful, all-purpose electric cook- 


ing unit. Everhot Ensemble consumer advertising 
helps you. Well known Everhot quality makes 
satisfied customers. Offer the Everhot Ensemble 
aggressively, confidently to every gift shopper. You 
will make the sale more often than you may think. 


ot THE NEW MULTI-SERVICE 


'| €VERHOT 


2 ROASTER ENSEMBLE 


: 


¥ 


ee oe TLE. —_ 
Pr 
/ 


by Here’s What You Sell 


- @ Everhot Roaster-Oven. Improved, refined, advanced in every 
S1- detail. Outstanding value. @ Everhot welded all-steel cabinet on 
4 sturdy swivel casters. Unique, secure door catch. Cooking guide. 
Removable panel for Timer Clock. @ Everhot Electric Timer Clock. 





A ,; 

SS 
POT RO EM eee 

-saesellemganoe 


t's Simplified 1-knob setting. Easily removed from door of cabinet for 
: other uses. @ Everhot-Broiler Griddle Set. Broiler, Griddle, Cookie 

er Sheet. @ Five piece Pyrex dish set. Smartly styled. @ Handy, 

ry adjustable Elevator Rack provides double deck king. Finger tip 

nt adjustment. 

all Other Everhot Gift Items 

nd Roasterettes . .Rangette. .Fan and Heater. . Electric Blankets 

rm Phone your Everhot Distributor for quick service. 





sl Full Margins—Quick Turnover é 


acc 
ESS 























si Immediate Delivery. Phone, Wire, Write. & 
ke, THE SWARTZBAUGH MFG. COMPANY 
ial Toledo 6, Ohio “ 
ind 











@ The various units comprising t 
the Everhot Roaster Ensemble are 
designed and made to constitute 
integral parts of the complete en- 
semble, but each can be purchased 
and operated independently of the 


—_— 
ae 


Everhot Roaster Ensemble 









SPECIFICATIONS 
. No. 950 Roaster Oven UT 365 Price $39.95 No. 946 Broiler-Griddle Set Price 7.95 
No. 951 Cabinet ” 17.95 Total $76.80* 
) No. 927 Timer Clock ” 10.95* *Plus $2.19 Tax 





| 
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he is where your merchandise is used— 
where decisions to buy are made— where 


brand preferences are born and bred. 


That’s why Better Homes & Gardens is 
**America’s Ist Point of Sale’”—and why 
advertising for your lines is so much more 


effective here. 


For BH&G has a unique standing with readers 
in more than 3,000,000 select homes. They 


read it only for the 100% service content* 





one 


on good living, which is unmatched in any 


other magazine of equal size. 


In this way, their pores are opened to the buy- 
ing impulse. And since their incomes are 
above average, they do something about the 


things they like! 


See for yourself by checking the brands in your 
store. You'll notice that the fastest movers 
are the ones that are advertised in Better 
Homes & Gardens. 


* Articles reproduced above are from the 


October and December issues of BH&G. 


America's £* Rint of Sale 





A SCREENED MARKET OF MORE THAN 3,000,000 BETTER HOMES 
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More than 3,000,000 select homes 


will buy these brands —pre-sold 





in Better Homes & Gardens 


APPLIANCES 
Coffee Makers 


Mirro-matic 
Universal 
West Bend 


Westinghouse 


Disposers 
American Kitchens 
In-Sink-Erator 
Westinghouse 


Driers 


Hamilton 
Westinghouse 
Whirlpool 


Floor Polishers 


Bruce Doozit 
Johnson’s 
Regina 


Home Freezers 
Deepfreeze 

Tyler Harder-Freez 
Westinghouse 


Irons & Ironers 


General Mills Iron 

General Mills Steam Ironing 
Attachment 

Rival Iron-O-Mat Iron 

Rival Steam-O-Matic Iron 

Westinghouse Iron 

Whirlpool Ironer 


Mixers 


Gilbert 

Hamilton Beach 
KitchenAid 

Osterett 

Sunbeam Mixmaster 
Westinghouse 


Radios & Television 
Admiral 

General Electric 
Motorola 

Zenith 

Ranges 

Admiral 

American Gas Association 
Calorie 

Frigidaire 

Grand 

Hardwick 

Hotpéint 

Norge 


POINT OUT to your customers the brands 

“seen in BH&G.” For your supply of free 
display cards, check the list above for the brands 
you stock—then mail, with your name 


and address, to: 
Mercuanpisinc Division, 
Betrer Homes & Garpens, 
Des Monnes 3, Iowa 


Roper 
Tappan 
Westinghouse 


Refrigerators 
Admiral 

Crosley Shelvador 
Frigidaire 
Hotpoint 

Servel 
Westinghouse 


Toasters 

Arvin 

General Mills 
Knapp-Monarch 
Toastmaster 
Toast-O-Lator 
Toastwell 
Universal 
Westinghouse 


Vacuums 
Cadillac 
Hoover 
Lewyt 

Rexair 
Westinghouse 


Washers 

Easy 

Frigidaire 

Hotpoint 

Maytag 

ig Queen 
hor Automagic 

Westinghouse 

Whirlpool 


Appliances, Miscellaneous 
Arvin Lectric Cook 

Arvin Waffler 

Bissell Sweeper 

Cory Knife a 
Handyhot Ice Cream Freezer 
Handyhot Juicer 

Hotpoint Dishwasher 
Knapp-Monarch Corn Popper 
Knapp-Monarch Liquidizer 
Knapp-Monarch Waffle Baker 
Nesco Roaster 

Oster Hair Dryer 

Oster Liquidizer 

Oster Stim-U-Lax 

Rival Broil-O-Mat 

Seth Thomas Clocks 
Universal Electric Blanket 
Westclox Clocks & Watches 
Westinghouse Roaster Oven 
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Fans 

Aeropel Kitchen Fan 
American Kitchens Ventilator 
Torrington 

VentAhooD Ventilator 
Westinghouse 


HOUSEHOLD SUPPLIES & 
UTENSILS 


Acme Shears 

Aristo-Mats 

Artbeck Baster 

Arvin Ironing Table 

Briddell Knives 

Bruce Floor Cleaner & Waxes 

Case Knives 

Club Aluminum 

Dazey Utensils 

DeLuxe Mop Wringer Pail 

Ebonettes Housekeeping 
Gloves 

Ekco Flint Cutlery 

Edlund Can Opener 

Edlund Egg Beater 

Everedy Bacon-Egger 

Everedy Kake-Saver 

Foley Food Mill 

Guardian Service Ware 

Johnson’s Paste & Liquid Wax 

KitchenAid Can Opener 

KitchenAid Coffee Mill 

KitchenAid Colander 

KitchenAid Meat Chopper 

KitchenAid Vegetable Slicer 

Met-L-Top Ironing Table 

Mirro-Matic Pressure Pan 

Nesco Kitchen Containers 

Nesco Utensils 

Norrisware 

Norton Crystolon Knife 
Sharpener & Stone 

Oxco Whisk Broom 

Pacific Silver Cloth 

Paper Napkins 

Paper Plates 

Perma-brooms 

Presto Pressure Cooker 

Revere Pressure Cooker 

Revere Ware 

Rid-Jid Ironing Table 


thon Noveubor 
awhPeembo, Sue 


Ritz Cloths 

Rival Can-O-Mat 

Rival Ice-O-Mat 

Rival Juice-O-Mat 
Rubbermaid Housewares 
Royledge Shelf Paper 
Scotch Ta 

Simoniz Floor Polish 
Taylor Thermometers 
Toastmaster Hospitality Set 
Wearever Aluminum 
West Bend Aluminum 
West Bend Tea Kettle 
Whisk-off Whisk Broom 


WATER HEATERS 
CE Heatmaster 
Coleman 

Frigidaire 

Smithway 
Westinghouse 


WIRING, LIGHTING & 
TELEPHONE 
Bell System 
Cutler-Hammer Multi-Breaker 
Delta Lanterns 
Doubl-Glo Christmas 
Decorations 
Edwards Door Chimes 
Farady Kitchen Cord 
General Electric Lamps 
NuTone Door Chimes 
Reddylite Lantern 
Rittenhouse Door Chimes 


MISCELLANEOUS 


Atlas Press Tools 
Burgess Vibra-Sprayer 
Burks Water Pumps 
Deming Water Pumps 
Emrick Tools 
Flint & Walling Pumps 
Home Utility Tools by 
Black & Decker 
Honeywell Controls 
Penberthy Sump Pumps 
Robertshaw-Fulton Controls 
Shopsmith Tools 
Webster-Chicago Recorder 
Zephyr Spraymaster 
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OULD MINE 


THE NEW 
CARRIER 
AUTOMATIC <5 
ICE CUBE MAKER 


—QNLY MACHINE THAT PROVIDES eck customers will go for the machine that makes then 


the most money in the least space—and here it is—the 


1 SO MANY ICE CUBES AT SO LOW A PRICE! 


completely new and different Carrier Automatic Ice Cube 


Delivers up to 410 lbs. of perfect, identical, Maker. It’s a cold mine in just a fraction more than 4 


individual cubes per day at lower cost 
than any other machine. ; x . . 2 . . ‘ rw 
a Carrier franchise. Carrier Corporation, Syracuse, N. Y 


re MAIL THE COUPON — GET THE FACTS TODAY 
SO FEW MOVING PARTS! 0000 et me 


Switch it on and forget it. Revolutionary 
new design accounts for trouble-free op- 
eration with a minimum of service. 


CARRIER CORPORATION, 306 S. Geddes St., Syracuse 1, N. Y. 


send me, without obligation, information about the profit possi- 
bilities of the new Carrier Automatic Tee Cube Maker. 


Name 





3 SUCH A MONEY-MAKER IN 
SUCH SMALL FLOOR SPACE! 


Firm Name___ 





With its 160-lb. capacity storage bin, it 
occupies only 25” x 24”. With its 240-lb. bin 
—only 25” x 34”. 


Street___ 





City Zone___State 





—«) 


watt 


ONE OF A GREAT LINE OF 


e? 





sq. ft. to them—and a gold mine to alert distributors with 


REFRIGERATION PRODUCTS 














|TV Service 
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type of warranty on repairs; (6) 
whether call is made on a collection, 
warranty or guarantee basis; (7) 
whether it’s an installation, survey, 
demonstrator, service or follow-up 
call; (8) nature of complaint, if any, 
and who made it; (9) if and when 
set should be picked up or delivered; 
(10) promised time of completion 
(11) written report of the serviceman 
on nature of work and results ob- 
tained; (12) his time on the job; (13) 
information on payment for work; 
(14) serviceman’s signature and su- 
pervisor’s OK; (15) and, finally, the 
customer’s signature testifying that 
work has been satisfactorily com- 
pleted. When this form is completed 
and given its final OK by Schlanger 
it goes into the file with all othe 
records on that particular set. 

Under the Schlanger system, every- 
thing controllable is controlled. And 
even those things which he cannot 
control directly are kept under his 
eye. He can’t keep video tubes from 
burning out, for example, but he 
knows that only about five percent of 
them break down during the firs: 
year of operation and not over 10 
percent during the second year. Any 
sudden increase would bring about a 
quick and thorough investigation. 
Moreover, Schlanger knows just about 
how much work he can _ supervise 
properly. When he discovered that he 
couldn’t keep an eagle eye on his 
whole operation when he was operat- 
ing in five New Jersey counties he 
cut down his coverage to three and 
one-half counties and then opened up 
a second firm, Eastern Television 
Service, at 357 Avon Ave. in Newark. 
to supplement the headquarters at 
1505 Summit Ave. in Union City. He 
knows, too, that the average number 
of service calls made during the sec- 
ond year of warranty is four—and any 
excessive number will cause some 
searching questions. 

In 1949 alone Schlanger expects to 
install 10,000 television sets and make 
about 20,000 service calls. He also ex- 
pects to collect about 20 new bow ties, 
but of this he is not sure. There were 
six in his office, but he had to count to 
make sure. He buys one or two a 
month and admits, somewhat shame- 
facedly, that he doesn’t keep very accu- 
rate sartorial records. End 
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Feature the famous brands below because they are Journal advertised—and more women buy Ladies’ Home Journal 
than any other magazine. Since they buy and believe in the Journal, they also buy and believe in its famous 
brand names. That’s when Journal readers become STORE TRAFFIC and help you ring up sales when you... 


American Gas Association 


Arvin Automatic Toaster and 
Electrical Appliances 


Casco Steam & Dry Iron and Casco 
Electric Heating Pad 

Easy Spindrier 

Electre Steem Vaporizer 

G-E Triple-Whip Mixer 

Gilbert Whirl Beater 

Hamilton Beach Mixer and Mixette 

Hardwick Gas Range 


Johnson’s Waxes and Wax Electric Polisher 


K-M Liquidizer and K-M Products 
Met-L-Top Ironing Table 


Nesco Electric Roaster and Kitchen 
Utensils and Containers 

NuTone Door Chimes 

Presto Cookers 

Rival Products 

Sunbeam Coffeemaster 

Tappan Gas Ranges 

Toastwell Electric Toaster 

Universal Coffeematic 

West Bend Aluminum Gifts 
for the Home 

Westinghouse Home Appliances 

White Sewing Machine 

Zenith TV Radio-Phonographs, 
Television Consoles and Radios 


ELECTRICAL. MERCHANDISING—DECEMBER, 1949 


> STOCK ) PROMOTE > DISPLAY p ADVERTISE THESE FAMOUS BRANDS ADVERTISED IN THE DECEMBER, 1949, ISSUE OF LADIES’ HOME JOURNAL 


Ladies’ Home , , ; 


for &Store Traffic 
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DEAS 


that make 


ALES 


| genie good appliance man knows the road to profits is 
paved with specialty selling. That means IDEAS... Old 
Washer Contests, Meter Plan Selling, Home Demonstration 
Plans — some new, some old, but proven purse-openers worth 
a repeat. 

When an Easy representative walks into your store, he’s got 
te more than just his order pad. He’s got his briefcase (and his 
head ) full of TESTED SELLING IDEAS that have actually moved 
merchandise for dealers like you. We believe IDEAS like 
these, coupled with a broad value-packed line can make EASY 
your most dependable money-making franchise. Ask any Easy 
dealer! EasyWashing Machine Corp., Syracuse 1, N.Y. 
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Harvester to Seek 
Urban Business 


Distributors attending five re- 
gional meetings held by Interna- 
tional Harvester Co. in late October 
were assured by company officials 
that the firm is well pleased with 
the results from its two years in the 
refrigeration industry and that IH 
now plans on going after a share of 
the urban market while retaining its 
position in rural areas. 

The Harvester refrigerator line 
has been completely restyled and ex- 
panded in order to give dealers an 
opportunity to go after a larger por- 
tion of the refrigeration market. 
Unveiled at the meetings were four 
models ranging from 7.4 to 9.5 cubic 
feet. Early in 1950 two additional 
refrigerators will be added to the 
line which will then consist of mod- 
els with vertical or horizontal evap- 
orators in seven, eight and nine 
cubic foot sizes. 

In for Keeps. International Har- 
vester president J. L. McCaffrey 
told the distrtbutors that his firm 
intends to remain in the refrigera- 
tion business and called attention to 
the investment which the company 
has made in plant and manufactur- 
ing facilities. 

General sales manager A. J. Pet- 
erson told the group that Harvester 
refrigeration sales in 1949 will be 
110 percent over 1948 figures and 
said that in 1950 the firm aims to do 
7.5 percent of the nation’s house- 
hold refrigeration business. He 
concluded by promising that IH is 
not going to lessen its efforts in the 
rural market but will “go to town” 
for urban prospects. 





African Blues 


Note to manufacturers hopeful 
of simplifying their lines: 

Try Africa—market research- 
ers for a radio firm there have 
found that blue is the only color 
acceptable to superstitious tribes- 
men. 

The color is not the only as- 
pect of these native sets. They’re 
called saucepan radios because 
of their shape and because a 
saucepan from a factory adjoin- 
ing the radio plant was used as 
a design model for the sets. 

The sets are finding a good 
market among natives of North- 
ern Rhodesia, Price is £5 for the 
radio itself and £1 for batteries. 











TV Production Hits All-Time High 
In September with 224,000 Sets 


Refrigerators, washers, cleaners 
and ranges also show improvement 
as freezers, radio, ironers slip 


The television industry—which 
last month set an all-time production 
high by tyrning out over 185,000 sets 
—did itself one better during Sep- 
tember when TV manufacturers 
who are members of RMA reported 
production of more than 224,000 
sets. 

Other appliance production, in the 
meantime, showed little uniformity, 
with refrigerators, ranges, vacuum 
cleaners and washing machines im- 
proving on August figures and freez- 
ers, radio and ironers falling behind. 
None of these movements, however, 
was as startling as the record of 
the TV industry. 

Big Baby. In nine months of this 
year the TV makers have turned 
out 1,402,840 sets as compared to 
488,133 in the same period last year. 
The September production reflected 
the increased demand for TV on the 
consumer level; almost every major 
manufacturer is now allocating his 
TV output with the expectation that 
such allocation will continue until 
at least the first of the year. 

Television’s older brother lost 
some of the ground it had gained in 
August. Radio production for Sep- 
tember stood at 532,468 units, down 
almost 91,000 units since August 
but still the highest month (exclud- 
ing August) since March. Nine 
month radio output was 4,979,528 
units, down 51 percent from 1948. 

Refrigerator Recovery. Refriger- 
ation, which was the only industry to 
show a loss last month, recovered 
almost all of its loss in September. 
Output was over the 326,000 mark, 
12,000 better than last month but 
nine percent behind September of 
1948. Nine month production was 
3,083,951 units, a slight 1.43 percent 
ahead of 1948. Television and re- 
frigeration thus are the only prod- 
ucts to remain ahead of 1948 on a 
nine months’ basis. 

Freezer production dropped back 
from August’s high to 31,194 units, 
enough to make September the 
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year’s second best month. Nine 
month production was 32 percent be- 
hind 1948, however. 

Laundry Picture. Factory sales 
of standard-size household washers 
soared to the highest total since 
October, 1948, with the industry 
turning out 357,281 units, an increase 
of 10.3 percent over the preceding 
month. The September mark was 
17.6 percent below September, 1948, 
when the industry recorded its all- 
time high, but was 146 percent 
greater than 1941, the industry's 
best prewar year. 

Ironer production, which reached 
the year’s high in August, slipped 
slightly in September but was still 
10,000 units better than July’s low 
mark. Monthly production was 25 
percent behind September, 1948, and 
nine month figures were 41 per- 
cent behind the same period last 
year. 


Hamilton Beach Contest Winner 


Cleaner Mark. Factory sales of 
vacuum cleaners in September were 
third highest of any month this 
year, totalling 247,036 units, an in- 
crease of 12.3 percent over August. 
Nine month cleaner production 
passed the 2,000,000 mark but was 
17.85 percent behind 1948 figures. 

Electric range production shot 
up to 93,045 units, making Sep- 
tember the best month since Janu- 
ary. September production was 
26,000 better than August figures 
but was 29.16 percent behind Sep- 
tember of last year. Nine month 
production is 31.15 percent behind 
the same period in 1948. 


Canadian Manufacturers 
Elect Arthur L. Brown 


Arthur L. Brown, manager of the 
general sales division, Northern 
Electric Co., Ltd., Montreal, was 
elected president of the Canadian 
Electrical Mfrs. Assn. at the group’s 
fifth annual meeting held at Niagara 
Falls. He is a past president of 
the Radio Mfrs. Assn. of Canada 
and the Canadian Electrical Assn 





FIRST PRIZE WINNER in the Hamilton Beach “Get Acquainted” contest was Con- 
rad Grimm, shown here behind the wheel of the Ford sedan which he won. With Mr. 
Grimm, a New York City hardware dealer, are Mrs. Grimm and Frank W. Hepperio, 
Hamilton Beach representative who made the award. 
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CHROME 


PROTECTEP || «rs 


FRESH 
POWER 


Designen FROM THE INSIDE guyz 


TO GIVE YOU MORE SALES AND NEW PROFITS! 





Look at these features 


Sealed in Steel 
and Plastic withthe 
tough plastic outer 
casing and the steel cap machine- 
sealed directly into the battery top 
to prevent power loss. 





Modern in Styling 
with functional de- 
? sign that results in 
sleek, attractive appearance and 
added protection by more effec- 
tively insulating the zinc can. The 
engineering skill and know-how 
thathas made BURGESS first choice 
of scientists and explorers for years 
has now created another first for 
flashlight users everywhere. 


* 





Engineered Design 
of this new construc- 
tion permits the use of 
a maximum amount of 
energy producing raw materials 
to make a big, full-size battery with 
longer life. 
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Chrome Protection 
|e Ty: keeps BURGESS fresh 
eth B ” and ready longer be- 
: y 


cause it curbs interior 
action in the battery when the flash- 
light is not in use. 


S@ =— Guaranteed by the 
Ss Naat maker whose reputa- 
tion for quality and 


dependability has made BURGESS 
the foremost name in radio bat- 


teries. 





GET STOCK NOW! 
Big 2-color ads break in Collier’s and other leading magazines right at 
the start of the big fall flashlight battery season. Be ready for sales and 
stock up on this vew Burgess Flashlight Battery. Order them from your 


Burgess distributor now. 


BURGESS BATTERIES 
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Successful Farming Survey Evaluates 
_Appliance Market in Rural Midwest 


Reveals that 88 percent of families 
have electricity; more will add it 








Eighty-eight percent of the mid- 
dle western farm families replying 
to a recent survey conducted by 
Successful Farming have electricity, 
five percent will add it when avail- 
able and only one percent do not 
plan to wire their homes. 

Conclusions regarding the extent 
of rural electrification, potential 
markets in farm areas and appliances 
which need promotion in rural areas 
can be drawn easily from results 
compiled in the sampling. 

Farm boom conditions are re- 
flected in the fact that even though 
many farms have had electricity for 
a long time, some 39 percent have 
added wiring or lighting equipment 
during the last three years. Fluores- 
cent lighting, incidentally, is almost 
as common in rural areas as in the 
city. 

Forty-eight percent of the re- 
spondents said they had water sys- 
tems while 12 percent plan on 
adding them during the next 12 
months. 

Water Heater Popular. Successful 
Farming’s survey indicates that the 
water heater has gained good ac- 
ceptance in rural Ameriga. Twenty- 
eight percent of the readers have 
bought automati¢e water heaters dur- 
ing the last ‘three years and 12 per- 
cent are going shopping for the ap- 
pliance in the next year. Electricity 
as a fuel for this purpose scored 
an easy victory over LP (bottle) 
gas. Only 11 percent of those plan- 
ning to buy next year will use LP. 

Automatic washers are going over 
well. Of the 43 percent who bought 
laundry equipment during the last 
three years, 24 percent purchased 
automatic washers. Nearly half of 
those who plan on buying washers 
within the next year plan on get- 
ting automatic equipment. Dryers 
are gaining in popularity, too, with 
nine percent planning on buying this 
item next year as against actual 
purchases in the past three years by 


King-size Crying Towel 


See 





only two percent. Much the same 
holds true for ironers. 

Electric housewares. Demand 
seems to have lessened considerably 
for many electric housewares. Toast- 
ers (purchased by 35 percent of the 
families during the three years past) 
will be bought by only six percent 
next year. Only three percent plan 
on buying pressure cookers as 
against 29 percent in the previous 
three year period. Two percent will 
buy pressure saucepans. 

Electric blankets can obviously 
use rural promotion. Only three per- 
cent purchased the item in the past 
three years and only one percent 
plan on buying next year. Thirty- 
nine percent bought regular blan- 
kets in the three year period. 

Radio Saturation. Radio may have 
reached a saturation point in the 
Middle West, according to survey 
figures. Fifty-two percent of the 
families interviewed bought sets in 
the past three years; only eight per- 
cent plan on buying this year. 
Twelve percent of these purchases 
will be radio consoles, 40 percent 
will be table models, 35 percent 
radio-phonographs and 17 percent 
radio-television sets. 


Top Agricultural Leaders 
Will Address Conference 


Top leaders from the fields of na- 
tional farm organizations, farm press, 
agricultural science and farm manage- 
ment have accepted invitations to speak 
or conduct informal panels in connec- 
tion with the fourth annual National 
Farm Electrification Conference in 
Chicago, December 20-22. 

A pre-conference round table on 
December 20 will include presentation 
of new farm electrification motion pic- 
tures, visual aids and demonstrations 
on such subjects as adequate wiring, 
electric welding and electric kitchens. 


SOMETHING NEW in the way of appeals for help was delivered to the Hollicrafters 
Co., Chicago, when their New York distributor, the Warren-Connolly Co., ran short of 


TV sets. 


Hallicrafter president W. J. Halligan and general sales manager Rollie Sher- 


wood inspect the 12 x 6 foot “crying towel” unrolled for them by Warren-Connolly’s 


R. E. Strand, right. 
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REFRIGERATORS 


Admiral Corporation ..................5: 526-27 
Amana Society — Major Home 
Appliance SER 536-B 

Frigidaire Ag “General Motors Corp. .508-09-A 
General Air Conditioning rae aes 17/64 
General Electric Company. . .535-36-37-A 
Gibson Refrigerator Company. . Se 537-38-B 
Hotpoint. Inc. aakdiogeae .533 B 
Ideal Steel Products Co. .......... 17/Q- = 
Kalamazoo Stove & Furnace Co........... 512-B 


Kelvinator Nash-Kelvinator 

— as, SAS 513-14- 4 
Landers —_ a ig conan ac wanna 547- 
Leonard Div., Nash-Kelvinator 

Corporation le eg 513-14-15-A 
Marquette _ a .17/78-80 





Norge on org-Warner Corporation. . .521-22 
ae yy REE EAS 128 
Div., 

. Steel La _ ae 447-48 
Sanitary Refri ee Company............ 528 
Westinghouse Electric  ——? 1-03 & 542-43-B 

FREEZERS 
Admiral Corporation 526-27 
Amana Society — Major Home 


Appliance Co., Inc. shivteacaiaiea 
Ben Hur Manufacturing Co. 


Frigidaire Div., General Motors Corp. 508-09-A 
General Electric —— y. .... .905-36-37-A 
Gibson 5 npg mpany. panacea 537-38-B 

Hotpoint, I ; -34-35-B 
Selemence | Rae & Furnace Co... 512-B 
Kelvinator Div., Nash-Kelvinator — 

Pee ... 513-14-15-A 
Leonard 4 Nash-Kelvinator 

I eee ea acc gnc wn - 
Marquette Ap pliances, Inc.. : 17/78-80 
Norge Div., Borg-Warner Corp.. PERE. 521-22 
Philco Corporation ee eee ee eae 128 


Sanitary Refrigerator Company............. 528 
Westinghouse Electric Corp.. 501-03 & 542-43-B 


REFRIGERATORS (ICE) 


Brunswick Refrigerator Company......... 628 
Ice Cooling Appliance Corporation Denise atanatale 810 
King Refrigerator Corporation 7 

Maine Manufacturing Company, The. .17/37-38 
Modern Refrigerator Company....... 17/100-101 
Sanitary Refrigerator Company 528 


DISHWASHERS 
Champion Dishwashing Machine Co....... 2453 
General Electric Company.......... 535-36-37-A 
aR $33-34-35-B 
Thor Corporation ..................... 17 


/90-93 
Westinghouse Electric Corp.. 501-03 & 542-43-B 


DISPOSALS 


VACCUM CLEANERS 


Clements Mfg. Company............... 17/ 
General Electric Company.......... 595.36-97-R 
Holland Reiger Div., Apex Rotarex 
Corporation ............ .17/98-39 
Hoover Company, The.... - +00 SIO 
Landers Frary & Clark...... wes cce OOo 


ee rrr rrr 17K 
Weslnghekes Electric Corp...501-03 & 542-43-B 


ELECTRIC BLANKETS, 
QUILTS AND SHEETS 


General Electric Compan 535-36-37-A 
Westinghouse Electric ll ‘501-03 & 542-43-B 


SMALL APPLIANCES 


Coleman Company, Inc., The ; taf 
Dormeyer Corporation . 


General Electric Company $35-36-37- A 
Landers Frary & Clark..... . . .547-B 
Lonergan, Vincent J. ; oe ee 
Noblitt-Sparks Industries, Inc. .. 441-42 
Plastray Corporation ..17/49 
Prentiss-Wabers Products Company 549-A 


Toastswell Company 
Waring Products Corp.. SD tk ote aaa 2953 
Westinghouse Electric Corp. 501-03 & 542-43-B 


KITCHEN CABINETS & 


SINK UNITS 
Frigidaire Div., General Motors | Coes Ae? 09-A 
General Electric Company.. -36-37-A 
Hotpoint, Inc. a 3888. 35-B 
Kelvinator Div..  'Nash-Kelvinator 
Corporation ... ...... 519-14-15-A 
Kemper Furniture Company. ii 17/83 & 104 
Marvel Metal Products Company ....17/89 
Palley Manufacturing Company a 
Roberts & Mander Corporation 546-D 
Sellers, G. I. & Sons Company are 1 
Thor Corporation .. 17/90-93 


Westinghouse Electric ‘Corp.. 501-03 & 542-43-B 


The Greatest Lines in the Country 


comprising the 


GREATEST APPLIANCE 
SHOW ON EARTH! . 


Winter Market: 


JANUARY 9-20 


The “Big Ten” Leaders 
in every line under 
one roof. Write for 


Admittance Passes 
TODAY. 











































. or : " a 
‘ee: 


AMERICAN FURNITURE MART 


666 LAKE SHORE DRive 


CHICAGO 3-9 PLLINO'TUS 


WASHING MACHINES RANGES & STOVES 





Altorfer Bros. Company 541-42 Admiral Corporation . ... 526-27 
Appliance Mig. Co..... 510-A A ~~ cei nena viadcp wane 548 
Automatic Washer Company .503 m Mig. Co., Inc.. ....510-B 
Barton Corporation. The. . . 549-A Benestonn Stove Cosipany ee Ae 518 
Bendix Home Appliances. Inc. 539-A Anderson Stove Co .. 17/88 
Blackstone Corporation ..544-A Athens Stove Works, Inc.  ........ 624 
Conlon-Moore Corporation ... 004 Atlanta Stove Works, The oo keen 
om Vapor Stove Div., Auto Stove Works..... ... 546-A 
-Wamer Corporati 630-31 Caloric Stove Corporation alien 51 
Frigic aire Div., General Seton Ce ..508-09-A Castelli, F. C., Co. 17/39-40 
General Electric Company....... 5935-36-37-A Coleman Co.,Inc., The... 525 
Holland Reiger Div., Comstock-Castle Stove Bo 202th wc career 546-B 
Apex Rotarex Corp. .. .17/98-99 Conlon-Moore Corporation oo. OO 
Horton 1) [ppd Company ... SLL-A Cribben & Sexton Co... .. ssi... 538-A 
Hotpoint, Inc. .. 533-34-35-B Crown Stove Works... .....—............... $31 
Kalamazoo Stove & Furnace Co. ....512-B Detroit Vapor Stove Div., Borg-Warner 
Landers Frary & Clark... ; ...-547-B Corporation Sania cheats oe foros -31 
Nineteen Hundred Corporation ... .508-B Dixie Foun Ws onc. ov cece ccc s a 
Norge Div., Borg-Warner Corp. .. 521-22 Eagle Foun 4 Company ECE 
One Minute Washer Company 17/94-95 Estate Stove Company. The. ............. 523 
speed Queen Corporation. . : 5 Frigidaire Div., General Motors Corp. 508-09-A 
or Corporation . .17/90-93 General Electric Com any .535-36-37-A 
Westinghouse Electric Corp. 501-03 & 542-43-B Gibson Refrigerator on 537-38-B 
Grand Home Appliance Co. 17/J-31 
Gray & Dudley Company 515-B 
FANS AND AIR Hardwick Stove Company 1530-31 
Hotpoint, Inc. $33-34-35-B 
CIRCULATORS Kalamazoo Stove & Furnace Co. ....512-B 
—— Div., Nash-Kelvinator 929.260-25-8 
General Electric Compan 535- or 37-A orporation 13-14-15- 
International Oil Burner .....512-A Knox Stove Works 513-B 
Norge Div., Borg-Warner pan ....521-22 Landers Frary & Clark _ veeees s+ SATB 
Philco Corporation ... 128 +Leonard Div., Nash-Kelvinator 
Queen Stove Works, Inc. 17/75-76 Corporation .. .513-14-15-A 
Sutton, O. A. Corporation, Lindemann, J. & Hoverson Co. 17/P42-43 
The Vornadofan Division 17/68: 67 Modern ae. Company 17/100-101 


Welch, W. W. Company 


Norge Div., Borg-Warner Corporation. .. 521-22 
Westinghouse Electric San 501-03 & 542. He i 


Oakland Foundry Company 546-C 


Odin Stove Manufacturing Company. 1438 
a “a — é “ ate 
lips utto: g. Company... 17/69- 
DRYERS Premier Stove Company $13-B 
Presteline Home Appliance Div., 
Bendix Home Appliances, Inc. 539-A Leeson Steel Products, Inc. 447-48 
Blackstone Corporation .... 5$44-A Queen Stove Works, Inc. 17/75-76 
Conlon-Moore Corporation Roberts & Mander Corporation 546-D 
Frigidaire Div., General Motors Cony. 5eS Roper, George D., Corporation $29 
General Electric ag 35- 36.37 37- A Sunray Stove Company 17/44-45 
Hamilton Manufacturin ompany 1420 Tappan Stove Company $39-40-B 
Horton Manufacturing Company. : 511-A Tennessee Stove Works 825 
I ods ia axe Dh ok Ain ers o's. <1 533-34-35-B United Stove Company . .549-B 
Nineteen Hundred Corporati RRS $08-B Welbilt Stove Co., Inc. 


Westinghouse Electric Corp.. 501-03 & 542-43-B Westinghouse Electric ‘Corp. 501-03 & $42-43-B 


THE WORLD'S HOME FURNISHINGS 
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RADIO & 
PHONOGRAPH SETS 
Admiral Corporation . $26-27 
Seodhe Rodis Div., Bendix Aviation Corp. .545-D 
mae ae Company “36-37 > 
Hallicrafters Co., The. . ; 
Motorola, Inc. ........ $05-06-07 


Noblitt-Sparks Industries, Inc. 441-42 

suet ns ia as re 128 
t © Corporation 

“— ination — - = caiets ... 232-36 & 540-A 

ty | ities On Div., a 

rks-Wi on C 
Wrst ouse Electric Cemp.. 501-03 & 542-43-B 
Zenith Radio Corporation 544-B 


TELEVISION 


Admiral Corporation $26-27 
Bendix Radio Div.. Bendix Aviation Cop, $45-D 
General Electric Company 535-36-37-A 


Hallicrafters Co., The .... 17/51-53 

Deoterele, Tne. .. 2. .sscecess $05-06-07 

Noblitt-Sparks Industries, Inc. 441-42 

He -gh Corpesatien i ee ne 128 
‘to: adio orpora on 

—— inne... .. 232-36 & 540-A 


Sparton Radio-Television Div., 

The Sparks-Withington Co. 509-B 
Westinghouse Electric Corp.. 501-03 & = ft 4 
Zenith Radio Corporation ; 


WATER HEATERS 


Allen Mig. Company, Inc. inet 510-B 
Coleman Company, Inc., The . 525 
Duo-Therm Div., Motor Wheei eee 517 
Evans Products Company 541-B 
Fowler Manufacturing Co. .17/L 


Frigidaire Div., Genend Motors Corp. 508-09-A 
General Electric Company 5 


51 
Ey dma 533-34-35-B 
Kalamazoo Stove & Furnace Co. eet 
Kelvinator Div., Nash-Kelvinator 
Corporation . : $13-14-15-A 
Landers Fr & Clark 547-B 
Leonard Div., Nash-Kelvinator Corp. 513-14- ms 
Lindemann, J. & Hoverson Co. 17/P42-4 


Lonergan Manufacturing Company 
McGraw Electric Co., Clark Div. 
Marquette Appliances. Inc. 


.514- 
17/110-112 
: .17/78-80 
Norge Div., Borg-Warner Corporation. . . 521-22 


er Manufacturin lLiaeed eee: 516-B 

ueen } Store Soa. me , ae ...+-17/75-76 
e ance Div., 

rey Steel Products. Mtic causes <eogg 447-48 


United aoe SS Sere 17/35-36 
Westinghouse Electric Corp. 501-03 & 542-43-B 


IRONERS 
Altorfer Bros. Company = 541-42 
Armstrong Products Company. 17/63 
Automatic Washer Company. . ane 

Bendix Home Appliances, Inc... . .539-A 
Ramatene Conpsenen cateaindie 8 @ a ae 
Conlon-Moore , eae ; 
Empire sogeenre Com i978 
Frigidaire Div., Genera A Corp. .508-09-A 
+ pa ee: 36-37-A 

ollan ger Div., 

Apex Rotarex Corp .....17/98-99 
Horton | saree me Company. Seacad 511-A 
Hotpoint. Inc. ...... ... .533-34-35-B 
Ironrite Ironer Co., The... BES E: 511-B 
Landers Frary & Clark ats q ...547-B 
Nineteen Hundred Corporation. 508-B 
— Minute Washer Compan 17/94-95 

ed Queen Corp. Ironer Div.. 17/86-87 
thes Corporation 93 


. 17/90- 
Westinghouse Electric Corp.. ‘501-03 & 542-43-B 


HEATERS & CIRCULATORS 


A &] Manufacturing Company 548 
Allen Mig. Co., Inc.. 510-B 
American Stove Company 518 


Armstrong Products Corporation 17/63 
Atlanta Stove Works, Inc., The... 17/77 
Castelli, F. C.. Company 17/39-40 
Chattanooga Implement & Mig. Co. 0 
Cole Hot Blast Mig. Company 
Coleman Co., Inc., The 





Conlon-Moore Corporation 504 
Coroaire Heater Corporation 17/M 
Duo-Therm Div. _ Motor Wheel Corp. $17 
Eagle Foundry Co. 547-A 
Estate Stove Company, The $23 
Evans ~~ ane = 
Gray & Dudle ompany - 
International Oil Burner Co. 512-A 
Knox Stove Works. %: $13- 
Locke Stove Company 17/54-54-A 
Lonergan Manufacturing Company 514-B 
Norge Div., Borg-Warner Corporation . 521-22 
Oakland Foundry Company 546-C 
Premier Stove Company.. $13-B 
Prentiss-Wabers Products Company 549-A 
uaker antes © Company 516-B 
Suees, Stove eee nc... 4 17/75-76 
g Co. 
Stiglitz Furnace & Foundry Co. 17/61-62 
Tennessee Stove Works ... 825 
Lene | — _— Co. BA 
Unite tove Com! y 3 
Welbilt Stove Co., ies. saa a 


CENTER 
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for 


electric water heater 


specify...replace... 


with 


ERFEX 


“TWIN CONTACT CONTROLS 


accurate 
positive 
dependable 


For years of trouble free service, 
demand Perfex Twin Contact Controls 
for new equipment specification or for 
replacement of any make. 


SURFACE 
TYPE PERFEX SURFACE TYPE 
SERIES 552 





Ease of installation and dependability are 
outstanding features of these bimetal 
actuated thermostats. Positive, magnetic 
snap action is provided by the heavy duty 
twin contact switch—kept free from dust 
in a compact bakelite case. Ample current 
capacity to carry all standard electric 
water heater loads is built into the husky 
switch contacts. Checking circuit opera- 
tion after installation is easily done with- 
out disturbing temperature settings. Re- 
places any surface type electric water 
heater thermostat. 








“UNIT PACKED" 
IN DISPLAY BOXES 
TO SELL! 


9ER RSION TYPE 
These dependable, positive-acting ther- 
mostats are simple in design... ruggedly 
built. Installation is simple—snaps into 
well without use of tools—no leveling— 
easy to wire. Positive, magnetic snap 
action is a feature of the fully-enclosed 
heavy duty twin contact switch, actuated 
by powerful bimetal. Ample current 
carrying capacity is provided by oversize 
switch contacts. 


ORDER TODAY from the manufacturer you 
represent or WRITE FACTORY for name of 
Perfex Service Distributor 





OVER. A HALE MILLION 





4 SATISFIED USERS! »: 
» 
IMMERSION 
TYPE 
SERIES 652 t R FEX 
by Perfex Corporation, Milwaukee 7, Wis. 


In Canada, Perfex Controls Litd., Toronto 1, Canada 


MANUFACTURERS! You can insure positive, de performance 


dependable 
in your electric water heater by using these controls as original 
rs equipment. Write Perfex today! 
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News Briefs 


Sparton Allocation. Two Sparton 
table model television receivers have 
been placed on allocation according 
to Henry L. Pierce, general sales 
manager of the Sparton radio-tele- 
vision division of the Sparks-With- 
ington Co. Models 5954 and 4960 
are affected. 


Used Refrigerator Service. An ex- 
panded used refrigerator marketing 
service which will eventually pro- 
vide each class and type of Kelvina- 
tor dealer with information on the 
best methods of handling and mar- 
keting used refrigerators in their 
areas has been announced by the 
Kelvinator division of Nash-Kelvin- 
ator Corp. Planned on an individ- 
ualized basis, the service will not 
for the present release the general 
used-refrigerator information that 
has been accumulated. 


Down on the Farm. Three-quarters 
of a billion dollars is the value of 
the immediate market for electrical 
appliances among American farm 
families with electric service, ac- 
cording to an estimate based on a 
sampling survey conducted recently 
by the Edison Electric Institute. In- 
terviews indicate an average retail 
market for appliances of about $150 
per customer. 


Magnavox Shortage. In a merchan- 
dise allocation letter to dealers, 
Magnavox Co. has pointed out that 
shipments are falling behirtd acceler- 
ated demand for television receivers 
and radio-phonographs. Most mod- 
els are sold out for the balance of 
the year and the company’s plants 
will be working for some time to 
come at full capacity. 


Pick-up in Demand. Charles E. 
Wilson, president of General Elec- 
tric, warned stockholders in Octo- 
ber that G-E would be unable to 
meet all production requirements for 
the balance of the year regardless 
of the supply of steel. Mr. Wilson 
attributed the situation to a sudden 
pick-up in demand for practically 
all consumer goods. 


Future for ‘45’. Rumors and reports 
that RCA Victor will abandon its 45 
rpm phonograph and record system 
were emphatically denied in mid- 
October by Frank Folsom, RCA 
president. Mr. Folsom said that his 
firm was “delighted” with the 
progress made by the ‘45’ system 
and pointed out that production fa- 
cilities are presently unable to keep 
up with demand. 


Rural Power. More than three-quar- 
ters of America’s farms are now 
connected to electric power lines, 
according to REA's annual unelec- 
trified farm survey. This year’s in- 
crease (from 4,019,476 to 4,582,016) 
was the largest recorded in any sin- 
gle year. About 77% of this year’s 
connections were made by REA- 
financed cooperatives and other bor- 
rowers. Only 11% of the nation’s 
farms were electrified when REA 
was established in 1935; approxi- 
mately 57 percent of the farms con- 
nected since that time are now get- 
ting service from REA-financed fa- 
cilities. 


Myers Line. Introduction of several 
new products and modifications of 


DECEMBER 


present products to better meet con- 
sumer needs was announced at the 
1949-50 sales conference of the F. E. 
Myers & Bro. Co. The firm’s power 
sprayer line has been expanded by 
the addition of new units including 
a 200 gallon tank model in the gen- 
eral purpose line. 


Whiting Consolidation. Whiting 
Corp. has announced the consolida- 
tion of its freezer division sales 
offices in Chicago with the com- 
pany’s general administrative offices 
in Harvey, Ill. The merger makes 
possible a close-working cooperation 
between the freezer division and the 
firm’s executive, production, adver- 
tising and service departments. 


Short Tube. A new 16-inch metal 
television tube, five and a half inches 
shorter than present kinescopes for 
16-inch TV sets, has been announced 
by the tube department of the Radio 
Corporation of America. The new 
kinescope will, for the first time. 
utilize an RCA “Filterglass” face 
plate for greater picture contrast. It 
will be supplied to manufacturers in 
very limited quantities this month. 


Increases Production. An increase 
of 60% in TV production has been 
announced by the Pilot Radio Corp. 
Demand for the firm’s 124 inch set 
has made necessary the production 
step-up at the Long Island City 
plant. Production of projection sets 
by Pilot is planned. 


Market Grows. New General Elec- 
tric market research studies indicate 
that 5,600,000 TV sets will be in the 
use by the end of 1950 and that this 
figure may be expected to jump to 
19,300,000 in five years. 


Fringe Lab. A laboratory located 
70 air miles from Chicago and 80 
miles from Milwaukee is being used 
for “fringe area” testing by the 
Admiral Corp., R. A. Graver, vice- 
president in charge of television and 
radio, announced recently. Develop- 
ment and production models are 
subjected to rigorous testing on both 
Chicago and Milwaukee signals. 
(Continued on page 98) 


Double Significance 





INSPECTING the eight millionth elec- 
tric range unit which the Edwin L. Wie- 
gand Co. has produced are E. L. Wiegand, 
founder and chairman of the board, A. P. 
Wiegand, senior vice-president, B. A. 
Fleming, vice-president in charge of sales 
and E. N. Calhoun, president. Occasion 
of meeting was cornerstone-laying for the 
company’s new building in Pittsburgh. 
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New Low Cost Tape Recorder 
OPENS VAST MASS MARKETS 


‘doe 


ee 


AMPRO 
yy TAPE RECORDER 
and 
PLAYBACK UNIT 


‘, ‘9 450 


¢ Complete with Microphone and 
Cable ¢ Radio Speaker Attach- 
ment Cord © Plastic Take-Up 
Reel ¢ Manual Rewind Crank 

© Attractive Carrying Case 


Ampro introduces a revolutionary new Magnetic 
Tape Recorder and Play-Back with basic 





advantages that appeal to millions 

El Lowest first cost 
Fair Traded to retail at only $94.50, com- Vast new markets for tape recorders are smashed wide open with this new 
plete .. . this new unit compares favor- Ampro unit! Utilizing a basically new electronic design this is the first com- 


ably with recorders selling for up to 


ai exes ensondl plete tape recorder ever offered for less than $100—a simplified, easy-to-operate 


recorder that is truly portable because it weighs only 15 lbs.—a recorder that 


Lowest operating cost — takes up to two full hours of recording on one standard 7” reel! Can’t you pic- 
ture how your customers in homes, schools, churches, clubs, organizations, of- 
Two full hours of record- fices and industry will go for this sensational value? And, best of all, you can sell 
~ = fr ” | _ this recorder with complete confidence because it is built and guaranteed by 
ing trom one standard 7 ree AMPRO—a name famous for dependable, high quality precision engineering. 
Almost twice as much recorded material 
h 1 of 3 ith ° ° ° 
SSS ee Write for Dealership Information 
. " For full details about this remark- 
lightest weight— most compact able new Ampro Magnetic Tape 
The basically new design of this recorder Recorder and Play-Back—and - 
makes possible tremendous savings in formation on obtaining a dealer 
weight. It actually weighs less than any franchise—fill out and mail the 
other tape recorder on the market today coupon below—today! 


. a mere 15 pounds! 
*Trade Mark 


4 | Simplest to operate Reg. U. S. Pat. Off. 


A young child can operate this new tape 
recorder ... it is that easy! Operation has 
been reduced to its simplest terms, un- 








cluttered by costly, complicated “gadgets” # AMPRO CORPORATION senna 
that merely confuse the operator. 2835 N. Western Ave., Chicago 18, Ill. ~ 
H Please send me descriptive literature on the new Ampro 
Built and guaranteed by Ampro Tape Recorder and complete information on obtaining a 
. ..amame famous for fine crafts- dealer franchise. 


manship in the design and manu- 
facture of precision ciné equipment. 8mm. Silent 


-film 
Sound-on 
i lémm. Are Projectors 


© 16mm. Silent Name 


Siide Projectors 





Store Name 
Address. . . 
ea icc caaacpeinapianicieaiion 








S A General Precision Equi c ion Subsidiary 
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. Pat. Of ive ONLY RCA VICTOR MAKES THE VICTROLA DIVISION OF RADIO CORPORATION OF AMERICA 
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THE ONLY 
ELECTRIC 


LESS SERVICE TO GIVE! 


Dealer records prove that Sepco heaters re- 
quire less service—and what little service may 
be required is easier, quicker to render. Even 
the 4’ hot center convector or the immersed 
thermostats can be replaced in 5 minutes or 


less without draining the tank. 





thats wally 


--DIFFERENT! 


»-BETTER! 


»e-EASIER TO SELL! 





Strip off the nameplates, examine their con- 
struction and, WITH ONLY ONE EXCEP- 
TION, you can hardly tell one electric water 
heater from another. 

That exception is SEPCO. 

Only Sepco has the big 4-foot hot center 
heating element. This extends through the 
middle of the water for the entire length of 
the tank. You do not have to be an engineer 
to understand that this is the most efficient de- 
sign. And it does not take a star salesman to 
impress prospects that this special Sepco 
feature results in greater operating economy 
than other designs. 

This Sepco design supremacy is the result 
of over 35 years of specialization in electric 


water heaters exclusively. 


SEPCO CORPORATION 


(Formerly Automatic Electric Water Heater Co.) 


POTTSTOWN 
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News Briefs 


ewmmmmeCONTINUED FROM PAGE 94 =m 


Best View. It’s not necessary to 
stand 20 feet away when viewing 
programs on 15 to 19 inch TV tubes 
according to the New York State 
Optometric Association. Six to ten 
feet is the generally comfortable and 
practical viewing distance for such 
receivers. 


Hotpoint Training. Over 4000 
dealer salesmen have signed up for 
Hotpoint’s new sales training pro- 
gram which includes a series of 52 
weekly specialty selling clinics to 
be conducted in the store by the 
dealer. Hotpoint hopes to train 20,- 
000 salesmen in dealer stores by next 
summer. Cost to the salesman for 
the full year’s course is $5. 


Garod Allocates TV. A factory allo- 
cation system which will probably 
be in effect for six months was an- 
nounced in mid-October by Garod 
Electronics Corp. The move is 
necessary despite the fact that the 
firm is now producing receivers at 
an accelerated rate nearly 100% 
higher than October, 1948. 


Tubes on Replacement. As the re- 
sult of a New York ruling that in- 
clusion of provision for replace- 
ment of parts and tubes in renewal 
of a TV service contract is a viola- 
tion of state insurance laws, RCA 
Service Co. has developed a plan 
for replacement of such parts dur- 
ing the one-year renewal service 
contract by means of an insurance 
policy issued by the Massachusetts 
Bonding and Insurance Co. The 
New York state insurance depart- 
ment has approved the new plan. 


Biggest Campaign. The Aluminuin 
Goods Manufacturing Co., makers 
of Mirro products, has used 17 lead- 
ing consumer magazines this fall in 
staging the biggest advertising cam- 
paign in the firm’s history. 


Association Incorporates. The Na- 
tional Association of Fan Manu- 
facturers, Inc., 32-year-old trade or- 
ganization, was incorporated in Sep- 
tember under the laws of the state 
of Michigan as a voluntary, non- 
profit organization. Nine charter 
members retain membership in the 
association today. 


New G.E. Tubes. General Electric 
is now producing two dark-face 12- 
inch TV picture tubes with a “filter- 
glass” face plate which results in 
better picture contrast by reducing 
halation on the tube face and reduc- 
ing reflections from surrounding 
light sources. Also in production is 
a wide-angle 16-inch tube five inches 
shorter than conventional tubes, 
thereby allowing development of 
more compact home receivers. 


Meck Antennas. Television sets 
produced by John Meck Industries, 
Inc., now incorporate built-in an- 
tennas. This feature is included in 
all sets from $179 up, while lower 
priced sets can be equipped at an 
additional charge of $10. 


A Price Reduction of $30 on their 
10 cu. ft. chest type freezer model 
110 recently announced by Amana 
Society, Amana, Iowa, brings the 
retail price down to $339.50. 
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i UJ LLET] N I For the first ten months of ’49 the CoMPANION was first in editorial linage among the 680-line 
s women’s magazines in the big fields of Beauty, Food, and Home Furnishings. 


GET ATTENTION AND SALES WITH DISPLAYS built around this exciting article in the 
December CoMPANION. “171 Gifts”—ten pages of gifts for everybody in the house. 
Among the many wonderful-to-give-and-get presents are such items as lamps, 
electric roasters, irons, clocks, coffeemakers, etc. Tie in with this timely Com- 
PANION article and steer the customers your way. Display the merchandise ad- 
vertised in the COMPANION (listed at right). , a | 


(COMPANION ¢ 


THE MAGAZINE OF PERSONAL SERVICE, HOME SERVICE, PUBLIC SERVICE , 
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IT PAYS TO FEATURE 
THESE PRODUCTS! 


Products advertised in 
the COMPANION have a big 
advantage — the Numser 
ONE editorial boost! No 
wonder dealers find it 
more profitable to display 


these Electrical Products! 
Air-Way Sanitizor 
Vacuum Cleaner 
Bendix Home Laundry 
Domestic Sewmachines 


Frigidaire Automatic 
Washer 


Frigidaire Refrigerator 


General Mills Tru-Heat 


Iron ° 


‘eTvat-tael Misti ts 


PNUhrelsalel slam Ketel 31-1 


Handyhot Quality 
Appliances 


Maytag Washer & 


lroner 
NuTone Chimes 


Speed Queen Washers 


& lroners 
Sunbeam Coffeemaster 
Sunbeam Ironmaster 
Sunbeam Mixmaster 
Universal Cook-a-matic 


Westinghouse 
Appliances 


White Sewing.Machines 





Only °2.98 helps put new “sell” 
in television advertising 





Sponsor of television show had to refilm his commercials to meet a new selling 
problem. New films picked up at studio 4 P.M., delivered to TV station 800 
miles away 8:47 P.M. same evening. Air Express cost for 1i-lb. carton, $2.98. 
(In undramatic fashion Air Express keeps radio, television or any business rolling.) 





Remember, $2.98 bought a complete 
service in Air Express. Rates include 
door-to-door service and receipt for 
shipment —plus the speed of the world’s 
fastest shipping service. 


Every Scheduled Airline carries Air 
Express. Frequent service—air speeds 
up to 5 miles a minute! Direct by air 
to 1300 cities; fastest air-rail to 22,000 
off-airline offices. Use it regularly! 


Only Air Express gives you all these advantages 


Nationwide pick-up and delivery at no extra cost in principal towns, cities. 


One-carrier responsibility all the way; valuation coverage up to $50 without 
extra charge. And shipments always keep moving. 


Most experience. More than 25 million shipments handled by Air Express. 


Direct by air to 1300 cities, air-rail to 22,000 off-airline offices. 


These advantages make Air Express your best air shipping buy. S 
regularly. For fastest shipping action phone Air Express Division, 


ify and use it 
ailway Express 


Agency. (Many low commodity rates in effect. Investigate.) 


SEYY Ab | 









ZSS 


GETS THERE FIRST 


Rates include special pick-up and delivery 
door to door in principal towns and cities 








AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


scHEDULED AIRLINES oF THE U.S. 
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LISTENING IN on R. H. Schneberger’s sales pitch on Coolerator’s 1950 electric 
ranges are Mary Schwinn, Mimi Dvorak, W. C. Conley, and distributor Glenn Earl of 
Salt Lake City. On the receiving end of the demonstration, staged between meetings 
at Coolerator’s annual distributor “conclave”, is Stanley Wright, Associated Dis- 
tributors Ltd., Vancouver, B. C. 


Coolerator Announces 1950 Lines in Chicago 


Some 350 Coolerator distributors 
gathered in Chicago late in October to 
inspect seven models in the firm’s 
newly expanded electric range line, 
five new space-saver refrigerators, a 
10-ft. home freezer, a glass-top com- 
mercial freezer and a dual-purpose 
freezer refrigerator. 

In welcoming the group, Coolerator 
vice-president Ward Schaefer warned 
of toughening competition in 1950 ani 
pointed out that prices and features 
will play a leading role in closing 
sales. 

Demonstrate Freezers. To back- 
up its conviction that the freezer still 
requires specially selling, Coolerator 
announced that it will pay half the cost 
of certain demonstrations on retailers’ 
floors. The plan went into effect No- 
vember 1 and runs for five months. 

The firm’s promise of turning out 
“something new in freezers” was kept 
on the convention’s second day when 
W. A. MacDonough, advertising and 
sales promotion manager, unveiled the 


Freez-R-Ator, a chest-type, dual pur- 
pose unit. It has a 15.5-ft. 600 pound 
freezer with a built-in, table-top 3-ft. 
refrigerator compartment. No price 
was quoted pending announcement of 
definite delivery dates for the new 
combination. 

Lower Prices. Prices on refriger- 
ators in the new line are generally be- 
low those of comparable models last 
year. There are four space-saver and 
one conventional model in the line. 
Prices range from $189.95 to $319.95. 

Mr. Schaefer urged increased dealer 
ownership of electric ranges as well 
as additional sales training on electric 
cooking in prefacing the introduction 
of the range line. Prices range from 
$154.95 for the apartment house type to 
$369.95 for the top of the line deluxe 
double oven model. 

Mr. MacDonough reviewed the pro- 
motional material available and an- 
nounced that all the props used at the 
convention for dramatizing products 
would be available to dealers. 





New G-E Fluorescents 
Designed for Homes 


Production of fluorescent lamps 
which, for the first time, bring out the 
full beauty of all colors and are com- 
plimentary to people’s complexions was 
announced last month by General Elec- 
tric’s lamp department. 

The new G-E line of fluorescent 
lamps for general lighting purposes 
consist of four lamps, two of which 
provide a cool atmosphere, and two a 
warm atmosphere. Each group cog- 
tains a high efficiency or “standard” 
lamp and a lamp of best color rendi- 
tion, or “deluxe” lamp. The latter 
contain DR phospor, a coating de- 
veloped by G-E scientists after an ex- 
haustive search for a fluorescent pow- 
der which would eliminate the color 
rendering deficiencies which have 
characterized fluorescent lamps in the 
past. 

G-E officials expect the “deluxe” 
lamps to be preferred in living areas 
where it is important that colors and 
complexions appear their best, but 
highest efficiency lighting is not vital. 
Standard lamps will be most effective 
in working areas, such as factories 
and schools, where the need is for effi- 
cient lighting with reasonable color 
rendition, 


DECEMBER, 


In commenting upon the new lamps 
one G-E officials described the home 
as now “virtually a virgin field for 
fluorescent lighting” and predicted 


that fluorescent lighting would become 
increasingly popular for home appli- 
cations. 





CREDITED WITH the development of 
DR phospor, used in new G-E fluorescent 
lamps to improve their color rendition, is 
Dr. Herman C. Froelich, scientist in Gen- 
eral Electric's lamp development labora- 
tories. 
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NOW! sr the Big-Screen TV 


your customers want 
at the moderate prices they can afford! 








WRITE, WIRE OR PHONE TODAY FOR 
DETAILS OF ARVIN’S TV FRANCHISE! 











_ 


i 


Giant 16’ Screen 


MAHOGANY CONSOLE MODEL 3160CM 











TELEVISION 





BRVIN | Visisle Vatue | 


L 








YO Cate SEE He difference! 


Big 123; Screen 


29 


Plus Federal Tax 


24 


Plus Federal Tax 


3992 


(Picture 14% x 11% inches!) 


Here’s the Arvin value of values! This 
is the perfect TV for your customer 
who wants the utmost in TV enjoy- 
ment! Its giant Arvin picture is clearly 
visible in every detail, even across a 
large room! Its Arvin FM circuit in- 
insures highest tone fidelity. 
price means many extra sales for you! 


*Slightly higher in Zone 2 


Radio & Television Division 
NOBLITT-SPARKS INDUSTRIES, INC, 
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Columbus, Indiana 


Plus 
Federal 
Tax 


And its 


MAHOGANY CONSOLE MODEL 3120CM 


Sell the TV that gives better results for less 
money! Sell super-powered, easy-tuning ARVIN 
—the TV that performs rings around others 
in fringe areas! Only two visible groups of con- 
trols—easy to tune as a radio. Gets every pos- 
sible square inch of picture without distortion. 
Expertly engineered, beautifully styled, and 
loaded with fast-selling performance features! 


50 * (92 sq. in. of clear, steady picture) 


50° MAHOGANY TABLE MODEL 3121TM 


Same super-powered, super-dependabk 
chassis and same super-size 12%" screen as 
3120CM, with all the famous Arvin “‘exclu- 
sives’’—clear, steady picture “locked in’’ by 
the Arvin Macic MoperaTor. No wavering 
No drifting. Smartest modern styling. Table 
to match at small extra cost. 


0* 
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More and more dealers are finding out that 


LIFE ADVERTISING 


sales. 





means more sales! 


EXTRA SALES mean extra profits. 

That’s simple—and pleasant. And that’s why LIFE advertising can 
mean so much to you. 

In 1 out of every 3 families in the U. S., LIFE magazine is a welcome 
weekly visitor—a visitor that interests and excites with thrilling word- 
and-picture journalism. 

That excitement runs all through LIFE, carries over into its adver- 
tising pages to create desire—and sales—for LIFE-advertised products. 


Selling with LIFE helps you to get more, helps you to clinch eztra 


For eye-catching LIFE displays interest LIFE readers at the point of 
sale, remind them that right here, right now, in your store they can get 
the products that excited them in LIFE. 


“You saw it in LIFE . . . you can get it here’’ peps up selling all over 
your store, helps you to get the eztra out of national advertising. 


Read about two more dealers who diseovered how LIFE increases 
sales. And then, tie in with LIFE and see for yourself. 


1. In Indianapolis, Indiana, Melvin Lane, owner and president of the Lane 
Radio Company, decided that a LIFE store-wide promotion would estab- 
lish Lane’s as headquarters for nationally advertised brands. Here .. . 
Jack Gren, LIFE retail representative; Mr. Lane; Gene McDowell, 
Philco representative; and G. E. Barker, Lane salesman, discuss plans for 
the event. Nine product lines were featured. 
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2. Lane took full advantage of LIFE’s advertising with cover blow-ups, re- 
prints, stickers. Results? Owner Melvin Lane says:““The summer vacation 
period was over, yet I sold more portable radios while the promotion 
was on than I sold during the preceding two months . .. More people, 
new faces were drawn into the store as a result of the event. And certainly 
the national-brand prestige of the store has been raised.” 
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3. In Millburn, New hem, Milton and Norman Marks, owners of the 
Radio Sales Corporation, also recently held a LIFE store-wide event. Why? 


Let Norman Marks tell you: ““We wanted to stimulate interest and tie 
in the idea that we carried the finest merchandise in the country. Rec- 
ognizing the fact that LIFE magazine has tremendous acceptance in the 
home . .. this was an opportunity to show that we carried the merchandise 
that is advertised in LIFE!” 
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4. And here’s what Milton Marks had to say about his LIFE promotion: 
“LIFE advertising, coupled with proper display and setting, make it easier 
to sell.”” One of the Marks’ salesmen, August H. Creter, said: “The mere 
fact that a product is advertised in LIFE adds a plus to my selling.” Tie 
in with LIFE in your store and watch LIFE step up selling excitement for 
you. Remember: every week, LIFE is read in 1 out of every 3 families 
in the United States. 


The following products will be advertised in LIFE during the coming weeks 
Feature them in your selling—cash in on LIFE’s appeal 


MAJOR APPLIANCES 
Nov. 28 Speed Queen Washer—}4 pg., c. 
Dec. 5 Hotpoint Dishwasher & Electric 
Range—spread, color 
Universal Appliances—spread, c. 
Lewyt Vacuum Cleaner—page, c. 
Westinghouse—page, color 
Crosley Shelvador—page 
Hoover Cleaner—page 


Lane Cedar Chest—'% page 
Dec. 19 Lane Cedar Chest—'% page 

M & M Woodworking—% page 
Dec. 26 Lane Cedar Chest—'% page 


RADIOS, TV AND INSTRUMENTS 
Nov. 28 Motorola—page, color 
G-E Radios—¥4 page 
Dec. 5 Philco Radio—page 
G-E Radios—]4 page 
Dec. 12 Emerson Radio-Phonograph— 
spread, color 


MINOR APPLIANCES 
AND HOUSEWARES 
Nov. 28 Club Aluminum Cookware—pg., c. 
G-E Sandwich Grill—page, color 
Toastwell Toasters—page, color 
Dec. 5 G-E Toasters—page, color 
Sunbeam Toaster—page, color 
Aladdin Outing Kits—Y, pg., c. Girard Perregaux Watches—\% pg. 
Modern Hygiene—¥4 page Krementz Men’s Jewelry—¥% page 
Rexair Cleaner—¥4 page Dec. 5 Elgin Watch—spread, color 
Syncro Sander Polishers—¥4 page Gruen Watch—spread, color 
Bruce Floor Products—28 lines Hamilton Watches—spread, color 
Dec. 12 Camfield Toasters—page, color New Haven Watch & Clock— 
G-E Christmas Lights—page, c. spread 
Proctor Toaster—page, color Richelieu Pearls—page, color 
Pyrex Ware—page, color Sessions Clock—page, color 
Sunbeam—page, color Swank Tie Pin Klip—page, color 
ON-A-LITE Christmas Tree Swiss Federation of Watch Manu- 
Lights—)4 page, color facturers—page, color 
Diamond Match—page Trifari—page, color 
Anson Tie-Klip—¥4 page 
Omega Watches—]Y4 page 
Sentinel Clocks—l4 page 
Telechron Clocks—Y4 page 
Wyler Watches—]4 page 
Krementz Men’s Jewelry—l% page 
Certina Watches—S6 lines 
Dec. 12 Bulova Watches—spread, color 
Swank Men’s Jewelry & Accesso- 
ries—page, color 
Flex-Let Watch Bands—)4 pg., c 
Westclox—page 
Forstner Chains—¥4 page 
Marvella Pearls—l4 page 
Girard Perregaux Watches—¥% pg. 
Krementz Men’s Jewelry—¥ page 


JEWELRY, CLOCKS AND 
WATCHES 


Nov. 28 Longines-Wittnauer Watch—page 
Calvert Watch—l4 page 


HOME FURNISHINGS 


Nov. 28 Koroseal Accessories—page, color 
Borg Bathroom Scale—page, color 
Pequot Sheets—]4 page 
Douglas Fir Plywood—l4 page 
Lane Cedar Chest—l% page 
Rabar Plastic Luminescent Icycles 

—28 lines 

Dec. 5 Lane Cedar Chest—spread, color 
Koolfoam Pillow—}¥4 page 

Dec. 12 Cannon Towels—page, color 
Velon Accessories—page, color 
Playtex Pillow—page 
Detecto Scales— page 
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Dec. 26 DeBeers Diamonds—page, color Charles W. Doepke Mode! Toys— 
YA page 
Parker Brothers Games—¥4 page 
Dec. 5 Chicago Roller Skates—'4 page 
Daisy Targets—'4 page 
Charles W. Doepke Model Toys— 


1 
PENS, PENCILS & TYPEWRITERS a: 


SILVERWARE 


Dec. 5 1847 Rogers Bros.—page, color 
Community Silverplate—page, c 


Nov. 28 Ronson Penciliter—page, color 
BB Pens—¥4 page 

Dec. 5 Sheaffer Pen—page, color 
Royal Portable—page 
Smith-Corona Portable—page 
Wearever Pen— 4 page 

Dec. 12 Eversharp Writing Instrument— 

page, color 

Parker “51” Pen—page, color 

Dec. 19 Wearever Pen—'4 page 


SMOKING REQUISITES 


Nov. 28 Ronson Penciliter—page, color 
A.S.R. Lighter—¥Y4 page, color 
Ritepoint Visual Fuel Supply Liter 

-\ page 
Dunhill De-nicotea Pipe—4 page 
Evans Lighters—l4 page 

Dec. 5 A.S.R. Lighter—page, color 
Scope Cigarette Holder—pg., c. 
Zippo Lighters—page, color 
Dunhill De-nicotea Holder—ly pg. 
Evans Lighters—\ page 
Frank Milano Pipes—% page 
Regens Lighters—l page 

Dec. 12 Ronson Lighters—page, color 
Kaywoodie Pipes—]4 page, color 
Frank Medico Pipes—l4 page 
Dunhill De-nicotea Holder—'4 pg. 
Evans Lighters—4 page 

Dec. 19 Zippo Lighter—l4 page 


CAMERA SUPPLIES 
Nov. 28 Ansco Film—page 
Airguide Weather Instruments— 
4 page 
Graflex Cameras—]¥% page 
Dec. 5 Revere Camera—page, color 
G-E Exposure Meter—]4 pg., c 
Dec. 12 Eastman Kodak—page, color 
Graflex Camera—l page 
Dec. 19 Eastman Kodak—page, color 


LEATHER GOODS 
Nov. 28 Prince Gardner Wallet—page, c. 
Buxton Gift Sets—l4 page, color 
Hickok Belts—!4 page, color 
Swank Leather Accessories— 
V4 page, color 
Rumpp Match-Mates—)y page 
Dec. 5 Amity—page, color 
Dec. 12 Prince Gardner Billfolds—pg., c. 


Buxton Billfolds—page, color 

Velon Samsonite Luggage—pg., c. 

Rumpp Match-Mates—]4 page 
Dec. 19 Hickok Belts—!4 page, color 
SPORTING GOODS AND TOYS 


Nov. 28 American Flyer Trains—spread, c. 
Lionel Trains—page, color 


(Because of last-minute changes, some of these 
advertisements may appear in issues different 
from those listed above.) 


ADVERTISED IN 





LIFE, 9 Reckefeller Plaza, New Yerk 20, N. Y. 
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Scheduled Meetings 


NAT’L FARM ELECTRIFICATION 
CONFERENCE 


Stevens Hotel, Chicago 
December 20-22 


CHICAGO JANUARY MARKETS 
Merchandise and Furniture Marts 
Chicago, Ill. 

January 9-20 


NATIONAL HOME LAUNDRY 
CONFERENCE 


American Home Laundry Mfrs. Assn. 
Chicago, Ill. 
January 10-11 


AMERICAN HOME LAUNDRY 
MFRS. ASSN. 
Chicago, Ill. 
January 11 (Executive committee 
meeting) 
January 12 (Annual meeting, elec- 
| tion) 
NAT’L ASSN. OF 
ELECTRICAL DISTRIBUTORS 
Product Committee Meetings 
Drake Hotel, Chicago, Ill. 
Major Appliances—Jan. 11 
Radio, TV, Tubes—Jan. 12 
Elec. Housewares—Jan. 16 


HOUSEWARES SHOW 
National Housewares Mfrs. Assn. 
Navy Pier, Chicago, Ill. 

January 19-26 
HOME BLDRS. & INDUSTRIES 
EXPOSITION 
Civic Auditorium, Toledo, Ohio 
January 20-28, 1950 


30TH CALIFORNIA GIFT SHOW 
GETTING STRONGER Los Angeles, Calif. 


January 22-27 


CONSUMER ACCEPTANCE CONDITIONING EXPOSITION } 


American Society of Heating & 


is Vv t ee Y D AY H Pn ay Texas 











January 23-27 
} CALIFORNIA LAMP SHOW 
Consumers know the value of insulation in Biltmore Hotel, Los Angeles 
. J 29-February 1 
appliances now more than ever before. pnnarnalesietseiy ‘ 


10TH VARIETY STORE MDSE. 
FAIR 























The FIBERGLAS* seal on an appliance means Nat'l Assn. of Variety 71 
that it is fully insulated with FIBERGLAS, the poe 5» Rn 7 sia 
leading appliance insulati . J 
& *PP jon, and more peo LOS ANGELES FURNITURE 
ple know it every day. MARKET : 
Furniture Mart, Los Angeles 
2 That’s why the value of the Fiberglas seal is January 30-February 3 y 
getting stronger and stronger consumer rome ees Seen ‘ 
acceptance. — rari Co 
Tampa, Fila. 
So point to the seal at the peak of your sales fnby See 
pitch. It’s a swell feature to seal that sale! j 
NARDA Trade-in Guide Lists ; 
7000 Items in 1950 Edition < 
Over 7,000 items are listed in the ‘ 
- 1950 NARDA Trade-in Guide, pub- 
*Fiberglas is the trademark (Reg. OWENS-C lished in October. The book lists 
Ms a — ao OWENS -CORNING suggested trade-in prices and descrip- - 
at 2 stamens rte “a tive date on appliances in five cate- * 
br gt | 33 E, R G LA ~ THERMAL gories: refrigerators, electric and gas 
ranges, washers and vacuum cleaners. 
Pere ee te on INSULATIO N Each product section is prefaced with 
a short article containing pointers on 
appraisal and reconditioning of the ap- 
/ pliance in question. Each member of o 
NARDA receives one copy of the d 


guide as part of his membership. 
OWENS-CORNING FIBERGLAS CORPORATION, TOLEDO 1, OHIO Others any purchase the cateleg foom 
the NARDA Guide Co., 20 N. Carroll A 
St., Madison 3, Wis. Price for a single 
copy, $5; lower unit prices in quantity. 
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Push These Mimar 
Products tor Practical 


Christmas Giving! 


Mimor Products make ideal Christmas gifts. 
Push the complete line... suggest Mimar Products to 
Christmas shoppers— you'll help them—and yourself — d 
at the same time. Prices are right and the range 


e 


Tae diel-Me-isleltic aM CoM SUM -07-1a mm olela ¢-lislele) @ 


MIMAR PRODUCTS, INC., BROOKLYN 5, NEW YORK 
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AMONG TOP EXECUTIVES addressing the general sales conference of the 
Southeastern Electric Exchange in Atlanta this fall was H. M. Sawyer, center, vice- 
president of American Gas & Electric Co. With him are Les M. Taylor, left, vice- 
president of Mississippi Power & Light Co. and general chairman of the sales confer- 
ence and Charles A. Collier, vice-president of Georgia Power Co. 


Speakers at Southeastern Exchange 
Analyze the “Unsold Customer” 


Ask electrical industry to set-up 
a more aggressive selling program 


Calling for the establishment of 
a more aggressive selling program 
throughout the industry, speakers 
before the general sales conference 
of the Southeastern Electric Ex- 
change touched on subjects ranging 
from the heat pump to television. 
[he conference was held October 
27-28 in the Biltmore Hotel, At- 
lanta, Ga. 

In his opening remarks as pre- 
siding officer, chairman Les M. Tay- 
lor, vice-president of Mississippi 
Power & Light Co., told the audi- 
ence that the meeting was “one of 
the most important the Exchange 
has ever held.” A clinical analysis 
of the “unsold customer” and why 
he remained in that category was 
specified by Mr. Taylor as the aim 
of the conference. Talks by leading 
figures in the electrical industry fol- 
lowed this pattern. 

Sawyer Speaks. “Probably more 
has been said on this subject of sales 
in the last three years than on any 
other subject of importance to the 
tight and power industry,” H. W. 
Sawyer, vice-president, American 
Gas & Electric Co., New York, de- 
clared. “All categories of manage- 
ment are now beginning to realize 
the need for intensive sales effort 

. some of the people in our own 
companies are slow in realizing that 
the predominant job they had to do, 
and did do, during the war is only 
a part of the job now. .. . Our busi- 
ness to be healthy must never be 
static. We build power plants to 
take care of load that the sales 
department has taken on, but we do 
not build just for that load. We 
build for economy in size, etc. So 
the pendulum swings, and after the 
excess Capacity is available we must 
go out and sell again.” 

Mr. Sawyer observed that there 
is a strong trend by utilities to go 
back to selling. The reasons he gave 
for this were: the mortality of deal- 
ers; the interest in only an imme- 
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diate profit; the fact that it is un- 
profitable to dealers to train sales- 
men and service men; the sale of 
variety merchandise by dealers in- 
stead of electrical appliances alone, 
and the costs of installation. 

Need for Selling. Fischer S. 
Black, editor of Electrical World, 
told the group that many things he 
has heard and read recently empha- 
size the need for selling. He cited 
remarks by Glen Trumbull of the 
Better-Light, Better-Sight program 
to the effect that the industry was 
doing only about 25 percent of what 
it is capable of in the way of selling 
light. He referred to a survey show- 
ing that 14 utilities have 40 percent 
more customers and 10 percent 
fewer salesmen than prewar. 

Mr. Black called for an elevated 
philosophy of selling which would 
place less emphasis on load factor 
and more on convenience, comfort, 
time-saving. “We can let the rate 
engineer do some of the worrying 
about profitable loads and load fac- 
tors and expend more of the sales- 
man’s efforts on selling,” Mr. Black 
concluded. 

Five Points. Mr. Black listed five 
things which are most needed for a 
balanced selling job. They were (1) 
larger trained staffs; (2) more tech- 
nical understanding of the consum- 
er’s needs; (3) more cooperative 
effort with retailers, wholesalers and 
contractors in selling activities; (4) 
more interest in selling electrical 
living and less worry about whether 
it will be a so-called profitable load; 
and (5) greater advertisement of 
company services. 

The sales section of the exchange 
heard comments on planned light- 
ing, retail sales management, heat 
pumps, electrical panel radiant heat- 
ing, electric bed coverings, home 
laundries and effective specialty sell- 
ing. 

Cites Opportunity. James J. 
Nance, president of Hotpoint, Inc., 


told the group that the utility indus- 
try is scarcely out of its infancy 
in prospects for growth and its po- 
tential fer public service. “It faces 
an opportunity and_ responsibility 
that I believe is unparalleled in 
American business today.” 

Mr. Nance said that the only thing 
needed to “convert the present great 
potential into actual sales of both 
appliances and electrical energy is 
hard-hitting selling of the kind that 
built our industry in the 1920's.” 

New Markets. Speakers at the 
conference reported optimistically 
on markets which can be cultivated 
for sales of such appliances as the 
heat-pump, year around air-condi- 
tioning, water heaters, electric bed 
coverings and dryers. 

Guy C. Hall, air conditioning en- 
gineer, Florida Power Corp., re- 
ported on his firm's installations of 
heat pumps and forecast great possi- 
bilities in the southwest for active 
promotion of this equipment, E. O. 
George of the Detroit Edison Co. 
pointed out that if the automatic 
laundry is promoted it may well take 
its place with the range, refrigerator 
and water heater as a major appli- 
ance. E. S. Stephens, Kansas City 
Power & Light Co., told of his 
firm’s test campaigns on electric bed 
coverings and noted the need for 
definite missionary work in develop- 
ing this type of sales. 

Joe Rushton, manager of the ma- 
jor dealer division of Frigidaire, 
called upon the utilities to assign a 
top executive to the problem of 
meeting LP gas competition and to 
institute an aggressive sales pro- 
gram. - 

Sales Training. D. A. Packard, 
household sales manager for Kel- 
vinator maintained that there is 
nothing wrong with American sales- 
manship that good sales manage- 
ment cannot correct. W. T. Christy, 
G-E Appliances, Inc., Jacksonville, 
Fla., pointed to the responsibility 
the distributor has to the appliance 
dealer. 

L. R. Boulware, vice-president of 
General Electric, warned that the 
big threat to American business to- 
day is the survival of free markets. 

Approximately 400 representa- 
tives of utilities, manufacturers, dis- 
tributors, and dealers of various 
fields related to the electrical indus- 
try were registered for the confer- 
ence. 





Westinghouse Shows Its 
“Fall” Radio, TV Sets 


Reiterating its determination to be- 
come one of the leaders among tele- 
vision manufacturers. Westinghouse 
Electric Corp. in October showed its 
distributors a simplified “fall” line of 
radio and TV sets. Meetings in Los 
Angeles, Chicago and New York 
served to introduce the new lines and 
to bring distributors up to date on the 
company’s merchandising and adver- 
tising plans. 

The electronic magnifier, providing 
enlarged pictures of central action on 
the television screen, and built-in an- 
tennas are featured in the new West- 
inghouse TV sets. Five new models 
were introduced with prices ranging 
from $199.95 for a 10-inch table model 
to a console combination at $450. 

Also on display was a compact radio 
line featuring portable, table-model, 
and console type receivers. 

An ad campaign utilizing news- 
papers, radio and television as media 
was explained by Earl Hadley, adver- 
tising manager for the home radio divi- 
sion. He also showed samples of new 
sales promotion aids for use by indi- 
vidual retailers. The Westinghouse’s 
selection of Studio One as its tele- 
vision show was also explained and 
distributors saw a kinescoping of the 
show. 


Starrett Concludes Series 
Of 19 Sales, Ad Conferences 


Concluded early last month was the 
final meeting in a series of 19 sales 
and advertising conferences held this 
fall for dealers of the Starrett Tele- 
vision Corp. 

One of the purposes of the meet- 
ings was to show Starrett dealers the 
firm’s complete “metropolitan” and 
“custom” series with models ranging 
from $249.95 (124 inch table model) 
to $1,295 (a _ break-front console 
model). 

Second aim of the meetings was to 
review Starrett’s complete national 
advertising and merchandising cam- 
paign. Dealers were provided with 
window displays, window cards, con- 
sumer brochures, mat service, store 
banners and signs to tie in with the 
fall ad campaign. 


Plan National Home Laundry Week 





ALREADY AT WORK on a program for the second annual National Home Laundry 
Week, June 5-11, are these members of the American Home Laundry Manufacturers’ 
Association. Seated at the center of the group is association president H. P. Nelligan 
while committee chairman A. C. Scott is at his right. 
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Sell tvetrytling that tverybody wants 








Adjustable, Built-in “Ray-tenna” Aerial 
Super-Circle Screen 

Pre-Fixed Sharp Focus 

One Touch Control for Picture and Sound 
Ultra-sensitive Fringe Area Reception 


SALES APPEAL FOR EVERYONE WITH 
THE RAYTHEON ’50 LINE! 


The new 1950 line of Raytheon 20/20 TeleVISION receivers — in- 
cludes a full selection of beauty-styled consoles and table models. 
Raytheon Super Circle picture sizes range from 74 to 176 sq. in.— 
more picture for the money! 





THE CR TERIONG | 
176 Sq. In. Picture 34 995 
THE FAMOUS RAYTHEON NAME 
MEANS FINER TELEVISION 
Long a research leader and supplier to the elec- THE CHALLENGER 


tronics world, Raytheon now lends its engineering 176 Sq. In. Picture 
skill to the production of TeleVISION sets which 


bring your customers the finest television recep- 5 ? a e 9 5 


tion at the lowest prices! 








Prices slightly higher in West and South 


BELMONT RADIO CORPORATION 


Subsidiary of the Ratheon Manufacturing Compony 
$923 WEST DICKENS AVENUE, CHICAGO 39, #tttLinors 
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Three more new product pace setters have been 
added to the fast selling, fast growing Signal 
line. New, performance-proven products mean 
new customers and new profits for you...new 
fame for that 58-year-old, famous-for-perform- 
ance name — Signal! 






SIGNAL 6 inch BENCH GRINDER 


Low Cost... 
Versatile . . . Tough 


* Model G-141, % H. P.— $49.30* 
Model G-131, % H. P.— $58.00* 


off |SIGNAL Stationary DRILL STANDS 
“Ww for all SIGNAL DRILLS 


gQ 





model DS-1 
Drill Stand for “4” 
Drills $26.60* 


Signal “%4”" Drills 
OB-8— $32.00* 
OB-4— $37.50* 


model DS-2 
Drill Stand for 2” 
Drills $37.80* 


Signal 42" Drills 
OB-5—- $60.00* 





SIGNAL Conversion KIT 
for all SIGNAL DRILLS 





model BA-230 
—sanding, grinding, 
buffing and polishing 
accessories for use with 
all Signal Drills — 
$3.75* 


Write for Signal’s long-profit dealer discount schedule . . . get full 
details on Signal’s versatile, all-season line today! 


Signal Quality- Products Sell on Sight! 




















THE GIBSON CLAN poses for a picture at recent Grand Rapids distributor meeting 
during which the firm’s new refrigerator, range and freezer lines were previewed. Left 
to right are F. R. Gibson, vice-president, L. W. Hamper, president, C. J. Gibson, C. J. 
Gibson, Jr., F. S. Gibson, Jr., and Alfred M. Gibson. 


Distributors See 
New Gibson Lines 


Four regional shows were used 
by the Gibson Refrigerator Corp. in 
October to introduce distributors to 
the firm’s new line of refrigerators, 
ranges and home freezers. The Gib- 
son preview troupe traveled over 
10,000 miles in staging the shows. 

Typical of the presentations was 
the Grand Rapids, Mich., show 
where distributors. saw a Pres-toe 
refrigerator with a fodt pedal door 
that opens and closes automatically; 
a Touch-a-tap refrigerator with a 
built-in cold drinking water supply; 
vegetable crispers that can be car- 
ried to the sink, and a butter keeper. 
Price range from $199 (for an 
apartment house size) to $359.95. 

Gregory L. Rees, manager of 
range sales, used gadgets to dem- 
onstrate an electric range’s speed 
when compared with gas heat. Top 
range in his line was a pushbutton 
model that rings bells, a different 
tone for each heat. “Anybody who 
knows which way is up can now 
cook,” he said. Range prices run 
from $154.95 for an apartment house 
model to $329.95 for the push-button 
type. A double-oven model is avail- 
able at $269.95. 

W. J. Browne emphasized the 
savings possible with a home freezer 
as he introduced Gibson's three 
model freezer line. 

Gregory V. Drumm, advertising 
and sales promotion manager, pre- 
viewed the promotions that the trade 
and public will see during the com- 
ing year. 


Du Mont Launches 
TV Training Plan 


What Du Mont officials term “the 
first overall merchandising and sales 
training program yet offered by a 
manufacturer” is currently being pre- 
sented to dealers across the country. 
Already in on the plan are Du Mont 
field personnel and distributor organ- 
izations. 

“Television has grown so rapidly 
that manufacturers just haven’t had 
the time to train salesmen at the re- 
tail level adequately,” Walter L. 


Stickel, national sales manager ior 
Du Mont, said in explaining the cam 
paign. “The result has been that the 
consumer has been confronted with 
some pretty weird tales at his local 
store. 

“Our training plan is the most com- 
prehensive we have seen. It approaches 
sales problems at the consumer level. 
translating the technical into lay lan- 
guage,” Mr. Stickel continued. 

The sales training unit consists of 
a 52-page master easel for use at re- 
gional, distributor and retailer sales 
meetings. The first half of the unit 
embodies fundamentals of retail sales 
procedure while the second half ex 
plains Du Mont’s technical advantage- 

The plan, prepared by Du Mont’s 
advertising agency, Buchanan and 
Co., is the result of more than 10 
months of intensive field research 

Meetings were held first for Du 
Mont personnel and distributors. Sub 
sequent classes are being staged for 
dealers. Each person attending re 
ceives a 64-page booklet which con- 
tains the essence of the sales informa- 
tion in the easel presentation. 

Periodic refresher meetings among 
dealer and distributor groups will be 
held, Mr. Stickel said. 

Buchanan and Co. has also prepared 
point-of-sale counter displays for deal- 
ers which have all the material on 
the Du Mont line but which omit the 
selling data included in the easel pres- 
entation, 


No More Trade-in Buying, 
Says Reconditioning Firm 


A Chicago organization iormed in 
1947 to buy trade-in refrigerators, re- 
condition and resell them, has close: 
its doors on the idea. The only trade 
ins the store, Electric Appliance Cen- 
ter, will accept from now on will be on 
new appliances purchased from them 
The firm has taken on five franchises. 

According to one of the firm's 
spokesman, the store has done $277,000 
in new and used refrigerators in the 
first eight months of 1949. Reason 
advanced for giving up the rebuilding 
business was that dealers would buy 
reconditioned boxes only in the spring; 
the firm had to carry the stock over 
the winter. In addition, it was felt 
that Chicago retailers were unrealistic 
in placing values on their trade-ins. 
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TEXTOLITE” pLastics T 
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(To help 


When you see a customer Casting admiring glances 
at the G-E Textolite tops in your store, you know 
your selling job is already half done! For 

housewives respond enthusiastically to this lustrous, 
colorful, surfacing material. It starts them 

thinking how they can use G-E Textolite tops to make 
their own kitchen a room of distinction and charm. 


This is your chance to point out how the 

wide variety of exclusive G-E Textolite patterns 
makes it easy for the housewife to match 

her present kitchen color scheme or to create one 
having just the atmosphere she desires. 


G-E Textolite Plastics Tops are not only easy to sell 
on their beauty . . . they have convincing sales 

points to help you assure housewives that they’re 
getting a top buy in utility as well. For G-E Textolite 
tops are tough and long lasting. They resist heat, 
stains, and scratches . . . wear like iron—clean like 
glass. And while you-are selling G-E Textolite-topped 
tables, sinks, and cabinets, you have an excellent 
opportunity to sell other kitchen items as well. 


Write for full details on how G-E Textolite tops 
can help you sell more kitchen equipment. 
Address Section 48-12, Chemical Department, 
General Electric Company, Pittsfield, Mass. Or 
send for the free illustrated booklet showing 
G-E Textolite top designs in full color. 


*Reg. U.S. Pat, Of, 


FREE! 


SEND FOR 
BOOKLET: 


General Electric Company, Section 48-12 
Plastics Division, Chemical Department 
Pittsfield, Massachusetts 


C—O Please send me free booklet 
with pattern sheet of G-E Textolite 
Top designs 





Name 





Business 





Address 





City Zone State 
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This is all you need... 


Three great new cleaners! | 
Three popular prices offering big value! | 
Three models (that’s all) to 
meet every prospect need! 
































Fepulow Priced "000" 


$59.95...Never Before Bought Such Value 


The value-wise buyer wants, and gets more for her money 
in the powerful EUREKA “600.” Great selling features 
including the amazing new No. 60 rug nozzle that really 


removes dirt—works effortlessly, easily on all rug surfaces. ‘ 
Handsomely modern styling finished in beautiful 2-tone brown. —ma \ a 
Seven handy attachments in a handy carrying case. And you ; —_ " 
can sell it on easiest terms—as low as $1.25 weekly. ean —— be 


Beautiful 
Two-tone 


Bovtifl Now Aineitic"700" 


With Throw-Away Paper Bag and Super Suction 


In the Airomatic “700” you will see tremendous suction. 
Also, the sensational new No. 60 rug nozzle and many other 
special features. Women love the “Throw-away” bag. 
Doesn't mess hands, clothing or floors. Can’t miss as a selling 
demonstration either. You remove dirty bag and replace with 
clean one in seconds and prospects thrill to its gleaming beauty 
—sparkling chrome on gorgeous jade green. Does a complete 
cleaning job—ten efficient, easy-to-use attachments for 
complete floor to ceiling cleaning. There’s a handy paint 
sprayer, de-mother and handy Caddy Kit for 

convenient storage of attachments. 


SHOW IT! SELL IT! 


AMAZING NEW EUREKA 







positively operates 






. ier Hi of 
60 RUG NOZZLE, cari onal types of 
New teder hoes make any nozzle you have 

ezete Ie cuellp- ae. ever seen or used. 












and it cleans like sixty! 





Jade Green and 
Sparkling Chrome 
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and you’re in business! 


DEPART 


AMAZING NEW EUREKA AUTOMATIC Model “S-250” 


Here’s the cleaner sensation of the year. Exquisite beauty, exclusive new easy method 


















for connecting attachments—new all clear nylon Disturbulator and many other new 
features. Guaranteed FASTER, EASIER, BETTER cleaning. NEW EUREKA 
AUTOMATIC moves forward by itself on most rugs: You merely guide it. Eliminates 
tiresome arm action. Powerful cleaning action effectively removes deeply embedded 
dirt and dust. Recognized authorities call it the most efficient cleaner built. 


Let it demonstrate—sell itself witn its amazing automatic cleaning action. 


New sparkling 
chrome look 

and beautiful 
two-tone 
brown. 













NEW! IMPROVED 





NEW! POSITIVE LOCK 





AUTOMATIC SEALS BAG CONNECTION 
ACTION—CLEANS | Provides tigh 

ght seal be- 

BETTER, FASTER Fe tween dust bag and 

: . 2 > Seta ty denis cleaner and prevents any 

SS SAM by itsclf—no more connection Mesdly care 


tiresome arm- 
action. You merely guide the amazing 
new Eureka—its powerful automatic 
cleaning action removes deeply em- 
bedded dust and grit. 


the lock to detach—easy, quick. 


NEW! TOE RELEASE FOR 


3-POSITION HANDLE you merely guide it! 

































NEW! METAL Positive lock and release S 
—just step on the to 

CONVERTOR FITS latch and move handle EAN: 

THROUGH FRONT to any position desired. C. 

OF CLEANER Cleaner is only 6” high 

—goes under furniture easily. 

Eactusize new fea- by itself 

ture makes it possi- * 

ble to connect NEW! POLISHED CHROME automatically! 
attachments in easy manner without de- LOOK ADDED TO 
taching the belt. Automatically raises 
nozzle from floor and cleaner can be METAL BASE 


*Meves forwerd by itself on mest rugs! 
pulled about by hose. 

Provides new sparkling 
lustre and allows for 


. e and allows 
NEW! ALL CLEAR pS 





“+ 











: es) NYLON cleaners when placed in homes 
— DISTURBULATOR for free demonstration and trial. 






Durable clear ny- 

lon bristles have 

=. twice the life of 

wer other bristles—do 

ome job of duuien, Long one-piece 

shaft provides smooth, quiet, long-life 
operation—eliminates trouble. 

























CLEANER DEPARTMENT 


eS ee a a a 


EUREKA DIVISION 
Eureka Williams Corporation 
Bloomington, Illinois 


Please contact me with details of the Eureka Complete Cleaner 
Department Plan. 








NAME 
ADDRESS 
EUREKA WILLIAMS CORPORATION 
Bloomington, Illinois CITY. STATE 





Dict ae ere asen « aeane 


eee 
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, FTER four years of peacetime pro- 
duction, you (like many another 
dealer) are no doubt wondering why 
you are still unable to get all the ““Toast- 
master’ Toasters you can sell. It’s a 
perfectly logical question—and one that 
deserves a straightforward answer. 
Actually, there is no single reason. 
Rather, there are several factors and 
each contributes toward continuing the 
TREMENDOUS DEMAND FOR 
THE “TOASTMASTER” TOASTER. 


QUALITY 


Over 25 years ago, the first “*Toast- 
master” Toaster was produced for com- 
mercial use in restaurants and hotels. 
The manufacturing skill and experience 
acquired in building a heavy-duty 
toaster that would stand up under hard 
commercial use was indeed valuable. 
It resulted in a household toaster that 
would give years of good service. Peo- 
ple are continually writing us about 
‘**Toastmaster” Toasters that are still 
working perfectly after more than 20 
years! Satisfied customers like these 
naturally influence the toaster pur- 
chases of their friends and neighbors. 
Put quality down as one reason for the 
TREMENDOUS DEMAND FOR 
THE “TOASTMASTER” TOASTER. 


VALUE 


Consider how value influences demand. 
The first two-slice **Toastmaster” 
Toaster was introduced in 1930 at 
$16.00. Through every model change, 
embodying numerous improvements, 
the price remained unchanged until 
1941. Then, the application of Federal 
Excise Tax resulted in a price increase 


tComputed from McGraw-Hill 
figures for 1941 and 1948 


Nii are 


TOASTMASTER Zoasters still scarce? 


to $17.25. Today, the retail price of the 
“Toastmaster” Toaster is $21.50—of 
which $1.09 is Federal Excise Tax. On 
the other hand, the average retail price 
of all automatic toasters has increased 
87°.t. And many other durable goods 
have more than doubled in price! As 
you can see, we have steadfastly kept 
our price as low as possible. It is our 
belief that people buy those products 
which give them the most for their 
money. We are certain you will agree 
that holding the price down has done 
its added share toward continuing the 
TREMENDOUS DEMAND FOR 
THE “TOASTMASTER”™ TOASTER. 


INCREASED MARKET 


Then, too, there are a great many more 
customers in the market for automatic 
toasters than ever before. The almost 12 
million new families created during and 
after the war have helped swell the de- 
mand. And because reliable, independ- 
ently made survey after survey proves 
that most people prefer our toaster, 
we give you yet another reason for the 
TREMENDOUS DEMAND FOR 
THE “TOASTMASTER” TOASTER. 


HIGH PRODUCTION 


This year, “‘Toastmaster” production 
has been by far the greatest in our his- 
tory. Despite this, we have been un- 
able to satisfy the demand that has 
existed all year long. In fairness to 
everyone, our production has been 
equitably distributed so that all could 
share in it. Even with peak production 
we were unable to accumulate any in- 
ventory to meet the heavy demands of 
the current holiday season. Had we 


been willing to compromise on quality 
and workmanship, more toasters un- 
doubtedly could have been produced. 
But that is not now and has never been 
our policy—another reason for the 
TREMENDOUS DEMAND FOR 
THE “TOASTMASTER” TOASTER. 


ADVERTISING CREATES DEMAND 


Perhaps, considering all this, you won- 
der why we continue to advertise. Well, 
our advertising last year...and the 
year before...and during the war 
when we had nothing to sell helped 
build the demand that exists today. 
And were we to stop advertising now, 
you would surely feel the effect in hav- 
ing fewer customers next year... and 
the year after. Consistent, colorful, 
large-space advertising through 22 
years has done its share in creating the 
TREMENDOUS DEMAND FOR 
THE “TOASTMASTER” TOASTER. 


OUR PLEDGE 


We promise you that we will continue 
to make the finest product of its kind— 
one that you can be proud to sell. We 
will price it to give the consumer maxi- 
mum value and you a fair profit. We 
will promote it in such a way that you 
will always enjoy ever lower selling 
costs. We look forward confidently to 
being able to supply your needs in 
1950. Then, and through all the many 
years to follow, you can expect to en- 
joy a sizable, steady return from the 
TREMENDOUS DEMAND FOR 
THE “TOASTMASTER”* TOASTER. 


KE DOs 


GENERAL SALES MANAGER 


TOASTMASTER 


Automatic Pop-Up Toaster 


**TOASTMASTER™ is a registered trademark of McGraw Electric Company, makers of ‘‘Toastmaster’’ Toasters, ‘‘Toastmaster” Electric Water Heaters 
and other Toastmaster” Products. Copr. 1949, ToastTMasTeR Propucts Division, McGraw Electric Company, Elgin, Ilinois. 
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HOTPOINT Dishwasher 


Hotpoint Inc., 5600 W. Taylor St., 
Chicago 44, Ill. 


Device: New, “ready-plumbed” auto- 
matic dishwasher built into complete 
sink. 

Selling Features: Sink equipped with 
new type faucet which allows control 
of water temperature and volume by 
single lever—up and down motion con- 
trols volume while horizontal move- 
ment adjusts temperature; motor and 
pump empty water from dishwasher 
into sink drain pipe, eliminating special 
plumbing connections; front opening; 
has self-sealing door with large chro- 
mium handle; once dial is set, appli- 
ance automatically washes, rinses and 
electrically dries 5 doz. dishes as well 
as glasses, silverware and pots and 
pans ; new stainless steel dishracks will 
support a 125 lb. load. 
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G-E Dishwasher 


General Electric Co., Bridgeport, Conn. 


Device: G-E portable dishwasher. 


Selling Features: Designed to serve 
needs of renters as well as home own- 
ers; does not require permanent 
plumbing or electric connections—rub- 
ber inlet hose connects to faucet and 
drain hose is attached to inlet hose, 
automatically centers over sink when 
inlet is attached; manually controlled, 
does the same job as the deluxe fully 
automatic model and has the same ca- 
pacity of up to 100 pieces of china, 
glassware, silver, pots and pans ; wash- 
ing is done by streams of hot detergent 
Solution sprayed on all surfaces of 
dishes by high-speed impeller ; resilient 
wire racks; built-in automatic deter- 
gent dispenser; recommended washing 
cycle 5 minutes wash and 2 short 


rinses; uses less than 5 gal. water in 
entire cycle; round, measures 36 in. 
high, 233 in. diam. ; acid-resistant white 
porcelain enamel with baked-on enamel 
skirt and top-opening lid; rubber-tired 
casters; stainless steel, removable 
trays ; universal faucet adapter permits 
connection of water inlet hose to al- 
most any faucet. 

Price: $169.50. 
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GIBSON Ranges 


Gibson Refrigerator Co., Greenville, Mich. 
Models: Gibson 1950 line of 7 ranges 
includes two apartment models; a 
leader model, a low cost model; a 
special push-button model; a Deluxe 
single oven, a pushbutton model and a 
push-button deluxe oven model. 
Selling Features: Apartment models 
available in a 3-surface burner model 
No. A-3 and in a 4-surface burner 
model No. A-4. Both models have 
banquet ovens 16x16x20 with a 2100 
watt broiling unit and a 220 watt bot- 
tom unit. A-3 has 2-63-in. surface units 
with speeds from 85 to 1250 watts and 
an 8-in. unit with speeds from 125 to 
2100 watts; A-4 has 3-63-in. units and 
one 8 in. 7 cooking speeds for each 
unit; waist high, high-speed broiler 
pilot light indicates when oven is on 
or off; convenience outlet for an ap- 
pliance. 








Model H push-button deluxe double- 
oven range has a banquet oven 16x16x 
20 in., plus a convenience oven 9x16x20 
in., each with a 2100 watt broiler unit 
and a 2200 watt ConSealed bottom; 
2-63 in. surface units with 7-speeds 85 
to 1250 watts: one 8-in. unit with 
speeds from 125 to 2100 watts; and a 
2100 watt Ups-A-Daisy cooker or 
large surface unit; two big roller bear- 
ing storage drawers; Deluxe models 
have new Hot Wall ovens with units 
concealed below bottom of oven; all 
models except low priced leaders have 
push-button panels and automatic tim- 
ing systems. 

Prices: 3-unit apartment model, 
$154.95; 4-unit apartment model, 
$164.95; leader model, $179.95; low 
cost model, $239,95; special push-but- 
ton model, $279.95; deluxe single oven 
push-button model, $329.95; and push- 
button deluxe double oven model, 
$369.95, 
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REVCO Freezer 


Revco Inc., Deerfield, Mich. 


Device: “Super Heavy Duty” Chill 
Chest food freezer. 

Selling Features: Capacity 19.5 cu. 
ft.; feather-touch lid action provided 
by spring-loaded counter balanced 
mechanism ; easy-lift baskets remova- 
ble, wire type separators to simplify 
storage automatic interior light; 
Kwik Kold Freezing Wall construc- 
tion provides extra-fast freezing in 
separate freezing section; Frost-Free 
Seal Zone provides lid seal; plastic, 
sealed breaker resists formation of ice 
and frost above topmost opening of 
food storage compartments ; automatic 
Temperature Signal standard equip- 
ment; hermetically sealed Tecumseh 
unit; full range adjustable tempera- 
ture control located behind easily re- 
movable grill; counter height top. 
Electrical Merchandising, Dec. 1949 





New Product Highlights 


Two new dishwashers are announced—a completely portable model by 
G-E; and a ready-plumbed model by Hotpoint. 

Gibson, International Harvester, G-E and Hotpoint - oe 1950 models 
in such major lines as refrigerators, ranges and freeze 

Zenith’s new 1950 TV line features a Glare-Ban Black” tube, and 


built-in aerials. 
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PERFECTION Range 


Perfection Stove Co., 7609 Platt Ave., 
Cleveland 4, Ohio 


Device: Perfection all-automatic elec- 
tric range. 

Selling Features: Adjustable lamp 
slides up or down, flooding fluorescent 
light on any desired part of range top; 
deep-well cooker, with an exclusively- 
designed base, which raises heating 
unit, hot or cold, without use of hooks 
or tongs—simple twist locks unit in 
place, making it a fourth surface 
burner; warming drawer, waisthigh, 
with 1000-watt, thermostatically-con- 
trolled unit; all-white titanium porce- 
lain enamel oven lining, snap-out rack 
guides and 7 oven rack positions; 
3-1250-watt surface units and a giant 
2100-watt unit, each has 7-speed con- 
trols; fully automatic, waist-high 
oven has 3000-watt broiling unit at top 
and a 2100-watt baking unit at bottom; 
aluminum broiler pan equipped with 
rack of easy-to-clean flat rods, which 
doubles as a trivet when roasting is 
being done; 6-qt. deepwell cooker, 
equipped with rack, pudding pan and 
deep fat fry basket has 7 speeds; 2 
roomy drawers below oven and warm- 
ing drawer provide storage for pots and 
pans; white titanium porcelain enamel 
finish 40 in. wide, 254 in. deep, 36 in. 
high; backsplasher extends 10 in. above 
range top; controls are grouped on 
backsplasher. 
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New HOOVER Nozzle 


The Hoover Co., North Canton, Ohio 


Device: Improved rug nozzle for 
Hoover tank-type cleaner, No. 50. 
Selling Features: 9 in. flooring brush 
mounted on springs designed to do 
more thorough job of removing em- 
bedded dirt and surface litter; bristles 
fasten to bar of cast aluminum are 
trimmed so they will “toe” into cling- 
ing litter on rug surface. 
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ECONOMY Bungalow Range 
Comstock-Castle Stove Co., Quincy, Ill. 


Device: Combination coal or wood 
burning kitchen heater and electric 
range No. 2979R 

Selling Features: Completely equipped 
electric range including sliding drawer 
broiler 16 x 17 x 7 in.; 1-piece elec- 
tric cooking top with 4 TK Mono-tube 
burners—3-1100W and 1-1900 watts; 
each burner has an individual 7-heat 
switch; Quick Heat oven, fully insu- 
lated with rockwool; porcelain enamel 
interior ; 3000 watt TK unit in bottom 
also services broiler; non-tilt oven 
racks, Coal cooking top of cast iron, 
l-piece construction; large firebox 
with circulator flues; black enamel 
base with toe-room; Robertshaw oven 
thermostat; lamp and timer extra. 
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GIBSON Freezers 
Gibson Refrigerator Co., Greenville, Mich. 


Models HF-719, HF-1090 and 
HF-1590 home freezers. 
Selling Features: HF-719 7-cu. ft. up- 
right has same modern design as 
Deluxe refrigerator with Hylux ex- 
terior and porcelain inside; stores over 
250 Ibs. on 4 full-width shelves; simple 
accurate control at eye level; tilt bin 
for packaging materials at bottom; 
Scotch Yoke hermetic mechanism; 
Special Gibson insulation. 

HF-1090 chest type 10 cu. ft. capac 
ity; stores 360 lbs. frozen food in 





cabinet 54§ in. long, 28 in. wide; coun- 
ter-balanced lid; white Dulux inside 
and out; 4 sliding baskets for handy 
storage of packages and boxes; simple 
controls; automatic light illuminates 
interior; snap action handle with lock 
and key; Gibson insulation; hermetic 
sealed-in-oil mechanism; 5-year food 
protection plan up to $150, and a 
5-year Warranty Plan. 

HF-1590 15 cu. ft. model has a 
5-year Warranty Plan and a 5-year 
food protection plan up to $200. 
Prices: HF-719, $279.95; HF-1090, 
$349.95; and HF-1590, $499.95. 
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RITTENHOUSE Clock-Door Chime 


The Rittenhouse-Co., Inc., 
Honeoye Falls, N. Y. 


Model: “Kitchen Beauty” combination 
door chime clock. 

Selling Features: Combines _ seli- 
starting Sessions clock that operates 
on 110 volt a.c. with melodious 2-door, 
2-note Rittenhouse door chime easily 
installed on standard 10-volt doorbeil 
wiring and transformer ; 1-piece, easy- 
to-clean; plastic housing in white, red, 
green or yellow; 734 x 72 in. 

Price: $8.95 plus 95¢ federal tax. 
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HOTPOINT Ranges 


Hotpoint Inc., 5600 W. Taylor St., 
Chicago 44, lil. 


Models: 1950 ranges featuring RC14 
as a companion model to the two top 
deluxe pushbutton ranges which will 
continue as top models with added 
features. 

Selling Features: RC14 and deluxe top 
models RD-6 and RD-7 single and 
double oven models respectively have 
a new 1600 watt “instant heat” Calrod 
unit designed for highest speed cook- 
ing; pushbutton controls with color 
signals to indicate settings of surface 
and oven units is another feature; 
RC14 has compact panel on right side 
of backsplasher where pushbuttons are 
in banks of 4; fluorescent lamp de- 
signed to tilt forward for easy serv- 
icing is also included ; chromium broil- 
ing rack; 3 large storage drawers; a 
clock-controlled automatic oven and 2 
electric outlets. 

RD-7 and RD-6 have pushbutton 
controls with color signals also; RD-6 
has a raisable deepwell cooker Calrod 
unit. 

Hotpoint’s 1950 range line is rounded 
out with 3 conventional models with 
switch controls for surface units; 2 
apartment models—one with 4 surface 
Calrod units, the other with 3. 

Improvements on all models include 
a new porcelain enamel finish on work 
surfaces; design of oven vents double 
the size of those used on former models 
for complete flexibility and best per- 
formance of oven under all conditions. 
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MIRRO-MATIC Percolator 


Aluminum Goods Mfg. Co., 
Manitowoc, Wis. 


Device: Mirro-Matic 8-cup automatic 
percolator. 

Selling Features: Automatic thermo- 
stat controls the 600-watt element and 
changes the circuit to a 30-watt warm- 
element when coffee has perco- 
lated required length of time; ther- 
mostat also compensates for varying 
amounts of water so that 4-8 cups may 
be prepared with equally good flavor; 
heavy-gauge polished aluminum fea- 
tures welded-smooth-pouring spout; 
decorative embossing and a non-burn- 
ing mottled walnut plastic handle; 
a.c. only. 

Price: $12.95 East, $13.95 West. 
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G-E Washers 
General Electric Co., Bridgeport, Conn. 


Device: No. AW-051 wringer washer 
and AW-052 with pump. 

Selling Features: 8 \bs. dry clothes ca- 
pacity; activator soaks, flexes, rubs 
clothes clean; full to-the-floor skirt 
finished in white baked enamel; new 
adjustable wringer. 

AW-052 is comparable to AW-051 
with the addition of a powerful pump 
which will empty tub in approximately 
2 minutes, the manufacturer claims. 
Prices: AW-0 051, $99.95; AW-052, 
$109.95. 
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HOTRAY Food Warmers 


Salton Mfg. Co., Inc. 
74 Reade St., New York City 


Models: De-Luxe and Royal Hotray 
models. 


Selling Features: De-Luxe measures 
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16 x 28 in., with Ra-Grid radiant glass 
heated top thermostatically-controlled ; 
shatter-proof; maintains a temperature 
of about 200 degs.; keeps foods piping 
hot indefinitely; but will not dry out 
foods or affect their flavor; metal 
combination handles; 4 in. legs. 
Hotray Royal—combination food 
warmer and serving tray, has a bi- 
sectional Hotray of Ra-Grid radiant 
glass, thermostatically controlled; 
measures 14x 18 in.; banded with flat 
aluminum ; for sickroom, breakiast-in- 
bed or dining-room service and for 
serving hot canapes. 
Prices: De-Luxe model, $37.50; Hot- 
ray Roy, $24.50 with folded serving 
cart $49. 
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G-E Ranges 


General Electric Co., Appliance & 
Merchandise Dept., Bridgeport, 2, Conn. 
Models: 1950 range line includes 8 

models. 

Selling Features: Top models, Liber- 
ator, double oven range and Strato- 
liner, single-oven range with a built- 
in pressure cooker and a raisable unit 
in deepwell position feature a high- 
speed suriace cooking unit that per- 
mits a much faster cooking start than 
ever before in this size unit, yet sup- 
plies same controlled heat in cook posi- 
tion. Both top models have transparent 
push-button controls for selecting any 
desired speed without going through 











several switch positions, and which 
light up in color to show the unit and 
the speed on. 

Four standard-size ranges and 2 
apartment models complete the line- 
push-button controls are included in 
the medium-priced “Speedster,” and a 
deepwell unit with raisable unit. 

Airliner, a second medium-priced 
model is all automatic, with an auto- 
matic oven timer and same styling as 
higher-priced models. 

Two low-priced ranges—Stewardess 
and Leader—are identical except Stew- 
ardess has 4 cu. ft. storage space in 
3 drawers, Leader has one drawer. 

Two apartment size models A-41 and 
A-21 are also similar except A-41 has 
4 surface burners and A-21 has 3; 
both ranges have full size ovens with 
fast open coil bake and broiler units. 
Prices: Liberator, $399.94; Stratoliner, 
$369,96; Speedster, $299.95; Airliner, 
$244.95; Stewardess, $209.95; Leader, 
$189.95; A-41, $169.95 ; A-21, $159.95. 
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ELECTRESTEEM Radiators 


Electric Steam Radiator Corp., 
Paris, Kentucky 


Models: Complete line of Electresteem 
portable electric radiators. 

Selling Features: Line consists of an 
8-section model for average size 
rooms; a 10-section model for larger 
than average rooms; a 6-section model 
for small rooms; all models in ivory 
or walnut finish and operate on 110- 
120 volt a.c. or d.c.; special voltages 
on request ; remote control thermostat 
available at extra cost as an accessory 
can be placed as far as 6 ft. from 
radiator; patented boiler with “dual- 
steam heating” that provides “turbu- 
lent steam” plus “forced steam” 
through pressure jets in each section 
of radiator. 

Prices: 8-section model, $34.95; 10- 
section, $39.95 ; 6-section, $29.95. 
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SPE-DE-WEE-NE 


The Ambory Corp., Hazel Park, Mich. 


Device: “Spe-De-Wee-Ne” hotdog 
cooker. 

Selling Features: White plastic cover 
turns on electricity; cooks 3 weiners 
at a time; measures 5 x 8 in.; weiners 
are cooked by electricity passing 
through from one electrode on right 
side to other electrode on the left side. 
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G-E Freezer 
General Electric Co., Bridgeport, Conn. 


Device: New 11-cu. ft. home freezer. 
Selling Features: Holds 389 Ibs. 
frozen food, is only a foot longer than 
the 8-cu. ft. model and the same width 
and height—larger capacity has been 
achieved by repositioning refrigerating 
unit, narrowing freezer walls by use of 
finer, more efficient insulating mate- 
rial; a compartment for packaging ma- 
terials is located above refrigerating 
unit ; automatic temperature control 
with adjustable dial for lower-than- 
zero temperatures is located inside this 
compartment; 3 storage baskets; a 
key-type lock in latch of insulated lid; 
an automatic interior floodlight goes 
on when lid is lifted, a thermometer, a 
warning light to indicate if tempera- 
ture is too high or low are other 
features. 


Price: $369. 
Electrical Merchandising, Dec. 1949 
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G-E Heater 
General Electric Co., Bridgeport 2, Conn. 


Device: Portable fan-heater. 


Selling Features: Rotating reflector 
throws radiant fan-forced heat through 
room; highly polished aluminum fan 
blade takes place of usual non-reflecting 
small fan, revolves at low speed to 
produce maximum air movement with 
greatest throw of heat; nickel-chro- 
mium coil wound around ceramic core 
element, 1320 watts, a.c. only; motor 
controlled by finger-tip toggle switch; 
heat can be directed at any angle from 
horizontal up; concealed handle in 
back keeps cool to touch; hammertone 
gray lacquer finish. 

Price: $15.95. 

Electrical Merchandising, Dec. 1949 
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MININBERG Oscillator 


Oscillation Products Co., 433 Main St., 
Stamford, Conn. 


Device: Oscillator designed to relieve 
fatigue, muscular aches and pains. 
Selling Features: An eccentric on a 
tiny motor which uses 6 watts, cre- 
ates spiralling waves of motion to re- 
lax tensions; rack of plated steel tub- 
ing and wood dowels, 12x15 in., for 
use on feet, back, arms, legs, etc.; 
aluminum hand unit with rubber tip, 
3x11 in. can be withdrawn from pocket 
in rack and applied by hand; suitable 
for home, physicians, beauty salons, 
etc. 

Price: $58.80. 
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IRO Deodorizer 


Y and Y Deodorizer Co., Philadelphia, Pa. 


Device: Iro deodorizer designed to 
“scent condition” theatres, restaurants, 
department stores, offices, home, etc. 


Selling Features: Powered by a G-E 
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1.5 watt unit bearing fan motor with 
lifetime lubrication ; noiseless and light 
weight ; equipped with bracket for con- 
venient wall or ceiling mounting; 7 in. 
high, 44 in. diam.; uses “Irolene” 
scent-cake available in several vari- 
eties to quickly neutralize obnoxious 
odors. 
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WAYNE Oil Burner 


Wayne Home Equinment Co., 800 Glasgow 
Ave., Fort Wayne, 4, Ind. 


Device: Series A “Fireball” oi! burner. 
Selling Features: Capacities range 
from j} to 14 gal.; available in flange 
and pedestal mountings for original 
equipment and conversion applications 
equipped with Sundstrand fuel pump: 
Sola transformer; Marathon motor 
and Wayne controls; gun assembly 
accessible from rear of burner. 
Series B has also been improved in 
flange and pedestal mountings wit! 
14 to 24 gal. capacities; Series Kk! 
with 24 to 5 gal. capacities; and Ser 
ies K6 with 5 to 12-gal capacities suj 
plied in pedestal mountings. 
Electrical Merchandising, Dec. 194) 





G-E Refrigerator-Freezers 


General Electric Co., Bridgeport, Conn. 


Models: Lower-priced  refrigerator- 
freezers of 8- and 10-cu. ft. sizes has 
been announced. NJ-8 and NJ-10. 
Selling Features: New models have 
same basic features and storage ca- 
pacity as deluxe combination models— 
2 separately refrigerated, completely 
insulated compartments, each with its 
own door and control; temperature of 
upper compartment is maintained at 
zero for freezing and long-term stor- 
age; lower compartment for normal 
fresh-food storage has high humidity 
which makes it unnecessary to cover 
foods: automatic temperature regula- 
ting device eliminates need for defrost- 
ing in lower compartment; certain 
features in deluxe models such as butter 
conditioner and chrome scuff plates 
have been eliminated to make price 
lower. 

Prices: NJ-8, $359.75; NJ-10, $399.75. 
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ROBERTON Lawn Mower 


Roberton Div., King Pneumatic Tool Co., 
2717 N. Ashland, Chicago, III. 


Device: No. KG-50 gas-engine lawn 
mower, 

Selling Features: Electrically welded 
pressed steel frame blades welded to 
5 pressed steel spiders to avoid bend- 
ing or breakage; reel is 20 in. wide; 
single easily reached knob adjusts cut- 
ting-height, assures even trim; new 
type Briggs & Stratton engine offers 
easier-starting power with adjustable 
speed; independent drives for wheels 
and reels, no clutches, gears, pawls. 
Price . $89. 
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HOTSTREAM Tank Water Heater 


The Hotstream Heater Co., 2363 E. 69th 
St., Cleveland, O. 


Device: Plug-in type automatic tank 
water heater, No. EUL-49 

Selling Features: May be installed on 
any “range-boiler” type water tank 
having a l-in. tapping; provides hot 
water at desired temperatures; ele- 
ment and temperature control built 
into one integral unit; immersion type 
element; adjustable snap action ther- 
mostat; for use with 110 volt a.c. 
only; 1000 watt element; 73 gal. per 
hr. recovery, 60 deg. temperature rise 
Price: $13. 
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DELTA Boiler Burner 
Delta Heating Corp., 85-07 Northern Bivd., 
Jackson Heights, N. Y. 
Vodel: LA-300 boiler burner unit. 
Selling Features: For the small 
home ; quiet operation permits installa- 
tion in utility room near living quar- 


ters in basementless houses; 3 1m. steel 
shell: 10 gauge boiler tubes; Ys 1m. 
crown sheets; for steam or hot water 


heating systems ; equipped with built-in 
tankless coil, capable of supplying 180 
gal. hot water; fired with flange 
mounted 1 ghp gun type burner; net 
rating, 320 sq. ft. for steam and 510 
sq. ft. for hot water radiation ; avail- 
able with flush or extended jackets. 
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New Robertshaw 
3 iw! 


FOR ELECTRIC RANGE OVENS 





AUTOMATICALLY 
APRAAAIE 


Ft 


Cuts in two oven elements for 
quick preheating 





AUTOMATICALLY 


AUTOMATICALLY 
APPL ~l> 


Cuts in lower element and 
maintains oven temperature 
on that circuit only 


Cuts out top element shortly 
before oven reaches preheat 
temperature minimizing over- 
shoot 





A new high degree of automatic control of oven temperature is made 
possible by the new complete line of Robertshaw Electric Thermostats. 
The model illustrated combines the thermostat with automatic switch- 
ing mechanism in a compact, easy-to-install case. Four mounting posi- 
tions are provided, together with close-up or extended bezel to fit any 
switch panel in range-top or padre ye 4 position. 

All operating parts have been reduced in size, and terminal screws 
are recessed to save space. Screws are inserted from rear, increasing 
accessibility and simplifying installation. 

Complete line consists of three basic models, Write for complete 
information, 


@ 


In home and industry, EVERYTHING'S UNDER CONTROL 


“Robertshaw 


THERMOSTAT DIVISION 
ROBERTSHAW-FULTON CONTROLS COMPANY 


YOUNGWOOD, PENNSYLVANIA 









PAGE 116 


PBA AAAI II ISS IAG FES 


ELECTRICAL APPLIANCE NEWS 











INTERNATIONAL HARVESTER 
Refrigerators 


International Harvester Co., 180 N. 
Michigan Ave., Chicago, 1, Ill. 
Models: No. H-74, H-84, U-87 and 

U-95. 

Selling Features: No. H-74, designed 
for small homes and apartments, has 
7.4 cu. ft. capacity in floor area 25x28% 
in.; “Stowaway” freezer locker holds 
35 Ibs.; 2 aluminum trays; adjustable 
shelves; “Pantry Bin” holds 11.2 qts. 
unrefrigerated foods; “Easy Do” tem- 
perature control has 12 settings; plas- 
tic meat tray ; plastic crisper holds 11.3 
qts. 

No. 8-84, has 8.4 cu. ft. capacity; 
“Stowaway” freezer locker has 50 
lbs. capacity ; acid-resistant, porcelain- 
enamel meat tray fits in “Stowaway” 
and holds 10.8 lbs. meat at préper tem- 
perature; ice trays may be stored in 
drip tray; acid-resistant porcelain- 
enamel twin crispers hold 18.4 qts. 
fruit and vegetables; “Pantry-Bin” 
holds 26.1 qts. unrefrigerated foods and 
beverages; winter-summer damper 
control provides correct operation in 
all seasons; “Easy-Do” temperature 
control on “Diffus-O-Lite” panel. 

No. U-87 has 8.7 cu. ft. capacity; 
“Stowaway” freezer-locker holds 35 
lbs. frozen food; “Egg-O-Mat” egg dis- 
penser holds 16 eggs and dispenses one 
or two at a time; “Easy-Do” tempera- 
ture control on “Diffus-O-Lite” panel ; 
space for storing 12 qt. bottles milk; 
single porcelain-enamel crisper holds 
14.5 qts. 

No. U-95, has 9.5 cu. ft. capacity ; 
“Stowaway” freezer-locker holds 35 
Ibs.; “Egg-O-Mat” “Easy-Do” tem- 
perature control; refrigerated from top 
to bottom; porcelain enamel crisper 
across bottom holds 14.2 qts. 

All models have built-in bottle 
opener ; hermetically sealed mechanism 
4 h.p. motor; white deluxe enamel ex- 
terior; porcelain-enamel interior. 
Electrical Merchandising, Dec. 1949 





HOTABLE Serving Cart 

Salton Mfg. Co., Inc., New York, N. Y. 
Device: Hotable Imperial 
cart. 
Selling Features: Fiat aluminum band 
frame holds heated top tray, 16 x 24 
in. and lower unheated tray manipu- 
lated on ball bearing swivel casters; 


serving 


DECEMBER, 


top tray of patented Ra-Grid radiant 
glass, thermostatically controlled, shat- 
ter-proof; maintains a temperature of 
about 200 degs. to keep hot foods hot, 
yet below boiling point—and will not 
dry out foods or affect their taste; 
bottom glass shelf handy for china, 
serving picnics cold foods etc. ; recom- 
mended for use in dining room during 
meals to eliminate extra trips to 
kitchen, for serving hot appetizers or 
for use on porch when hot foods are 
to be served. 

Price: $49.75. 
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GIBSON Refrigerators 
Gibson Refrigerator Co., Greenville, Mich. 
Models: Gibson 1950 refrigerator line 
of 7 models includes three 11-cu. ft. 
models; two 8-cu. ft. models and two 
7-cu. ft. models (described in Novem- 
ber issue). 
Selling Features: Super Deluxe model 
has 11.23 cu. ft. capacity and several 
new features including a Butt’ry on 
inside of door to hold a lb. of butter 
at proper spreading consistency; Pres- 
Toe, full-length automatic door which 
opens and closes with touch of foot 
pedal; 2 super market size swing-out 
crispers; space for 40 lbs. frozen food ; 
and a Super Locker for temporary 
storage of 90 Ibs. frozen food. 

Special Deluxe, 11 cu. ft capacity; 
has Touch-A-Tap which provides cold 
water from built-in water tap; large 
capacity Swing’r Crisp’r; Snap-Seal 
door latch; 40 lb. Freez’r Locker; 
Fresh’ner Shelf; 4 full width shelves, 
2 half shelves. 

All models equipped with Scotch 
Yoke hermetic sealed mechanism; 
special Gibson insulation; self-align- 
ing, self-sealing doors; automatic in- 
terior lights; Hylux exterior finish; 
porcelain inside finish. 

Prices: Super Deluxe, $359.95 ; Special 
Deluxe, $344.95; Special-8, $239.95; 
Deluxe-8, $279.95 and Deluxe-11, 
$299.95. 
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WESTINGHOUSE Cleaner 


Westinghouse Electric Corp., Appliance 
Div., Mansfield, O. 


Device: New, lower-priced upright 
vacuum cleaner. 

Selling Features: Full-size; includes 
a self-adjusting handle that automat- 
ically adjusts to any position for stor- 
age, normal or low cleaning ; automatic 
nozzle adjustment; specially-napped 
bag of heavy sateen retains dust with- 
out reducing efficiency; headlight; 
quiet fan; 3 h.p. motor with lifetime 
lubrication; black and gray finish with 
maroon trim; Moldarta motor hous- 
ing; aluminum nozzle; motor-driven 
brush has new angle tufts which can 
be renewed three times to compensate 
for wear. 

Price: $39.95. A 7-piece set of attach- 
ments is available for $13.95. 
Electrical Merchandising, Dec. 1949 


1949—ELECTRICAL MERCHANDISING 














SELLING FEATURES 


THAT HELP MAKE 





posting 


YOUR EASIEST-TO-SELL 
TELEVISION LINE... 


os 
The 605T12—12'2-inch Table Model with 
Electronic Magnifier. New picture clarity 
with a choice of full-vision picture or giant 
electronic close-up . . . new built-in antenna 

. adaptable to UHF . . . phono-jack pro- 


vided for record player attach- 9% 
ment. Only $26 





~ 
The 604T10—10-inch Table Model at a Down- 
to-Earth Price. Top performance at an amazing 
low price . . . improved sensitivity for bright, 
steady pictures in fringe areas and better pic- 


tures everywhere . . . built-in an- 
tenna . . . adaptable to UHF. Only $199% 


EM-12 
















The 603C12—12/2-inch Television AM-FM Radio, } {j 


Three-Speed Record Player. Electronic Magni- 

fier gives big-picture television . .. AM-FM radio 

- automatic record player plays all speeds and 

all sizes of records on market today . . . built-in 

antenna . . . TV adaptable to UHF. Q 
All this for only 45 


BIGGEST 


= pil | ini 








= 
The 600716—Giant 160-square-inch Picture from 
16-inch Tube. Your prospects who want a big di- 
rect-view picture will want the 600T16... biggest 
picture from any 16-inch set . . . built-in antenna 

. adaptable to UHF . . . phono-jack $375 


. . new high sensitivity, A big value, 














a 
The 601K12—12/-inch Console Ideal for 
Limited Space. Beautiful clean-lined com- 
pact cabinet in mahogany or blonde... . 
built-in antenna ... adaptable to UHF... 
phono-jack for external record player. . . 


syncro-tuning of sight and sound. 
Only $3 2 50 


Prices slightly higher Denver and West. . 
Prices subject to change without notice 


GET YOUR WESTINGHOUSE TELEVISION FRANCHISE NOW! 


You CAN BE SURE...1F ITS Westinghouse 





ELECTRICAL MERCHANDISINS —DECEMBER, 1949 


PAGE 117 




























A whole new concept 
of Television .e 


CROSLEY 
Ubta Fidelity V 





















Model 10-414 - 
a engineers ta aio ein 








Mens cts ie 


° e : me ae atmosphere Of a theatre. (Thére’s Model 10-416 
THOM GnY vain angle too, without doors.) 
| | THE CLEAREST PICTURE! 
ff ‘se, 


o % 
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eW CONCEPT OF 





Model 10-401 


A splendid table model, cased in 
durable plastic, with a bright, 
clear 10” picture tube. 





Model 10-404 


A handsome 12%” picture tube 
table model, with lovely cabinet 
styled in the finést Cordovan- 


finished mahogany veneer. 










Model 10-412 


A beautiful console for gracious 
living, with big, brilliant 12%” 
picture tube. (Model 10-418 iden- 
tical, but without doors.) 


sy SALES! 


7” for this Family Theatre screen, exclusive hallmark 
of every Crosley TV receiver. 


So excitingly beautiful and different is the new Crosley wee 
TV that it opens better opportunities for selling—with. 
sets designed for the family (yes, for every member, for 
every age group). As you build your sales with Crosley, 
you build an enviable reputation in your community— 
offering a happy contribution to family life. 
Here’s what Crosley’s profitable, new ——— and 
sales approach is based on: 
A Whole New Concept. of Beauty—superbly odeaie 
cabinets . . . handsome furniture any woman will be od 
to have in hae living room for years to come . 
designed for family convenience with viewing screen 
at the comfort level and simple controls located for 
easy, relaxed tuning .. . picture tube framed by 
the Tovely contours of a theatre proscenium arch. 
a pedis byonchapeapaey sate 
$e 1950 TV! New wide-angle screen that can be seen from 
~~ any viewing angle . . . unituner that makes TV tuning as 
By easy as radio tuning . . . fade eliminator that eliminates 
Seas fading, “airplane flutter,” and other video noises . 
_ Electronic Picture Stabilizer that holds picture 
- firm and steady . . . high satiate for jong 


ne e and poor reception areas... . built-in antenna . 
D “mouiited cathode ray 1 tabe, 


to make servicing fat easier. 
THE CROSLEY TRADEMARK is your assurance that 
the product embodies the finest engineering and skilled 
manufacturing for the ultimate in today’s TV performance. 





CROSLEY ~ (< 


Cincinnati 25, Ohio 
Better Products for Happier Living 


Shelvador* Refrigerators...Farm and Home Freezers...Electric Ranges 
Electric Kitchens ... Steel Cabinets .. . Sinks . . . Electric Disposers 
Electric Water Heaters...Radios...Radio Phonographs... Television 
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DELTA Oil Burner 


Delta Heating Corp., 85-07 Northern Blyd., 
Jackson Heights, N. Y. 


Device: No. A pressure oil burner. 
Selling Features: Inverted design pre- 
vents nozzle aiter-drip; hinged trans- 
former permits instant accessability to 
nozzle assembly; new electrode as- 
sembly eliminates high tension wire 
leads ; streamlined blower-housing per- 
mits smooth flow of air; blast tube in 
separate part of blower housing and 
various tube lengths interchangeable 
without special tools or fittings; steel 
enameled enclosure jacket obtainable 
as an accessory. 

Electrical Merchandising, Dec. 1949 


In Brief 


A new Bantam-Lite pocket flash- 
light glows in the dark when off: 
“Nite Glo” is its name; available in 
4 “jewel-tone” finishes, it retails for 
79c. singly and 89c. with key chain 
attachment. Made by Bantamlite 
Inc., 126 11th Ave., New York 11, 
i 2. 


Ray-O-Vac Co., Madison, Wis., has 
a new flashlight called Traf-O-Lite, 


which combines advantages of a 


+ traffic light with a spotlite. The pro- . 
jecting end consists of a solid, shat- 
ter-proof lucite rod, with red outer 
surfaces; silverplated reflector pro- 

F ea R A gee jects a 1500 candlepower beam. [ists 


at $2.05. 


An all-purpose utility lantern has 


ei, Rosge 

| been added to the Empire line made 

FEATURE GIFT APPLIANCES FROM GRAYBAR | jy Metal Ware Corp. Two Rivers, 
Wis. A special deep design parabolic 

reflector reflects a long search beam: 

red baked enamel firish; operates on 

two No. 6 dry cells and uses a 


The appliances you get from Graybar are the ones that people want senate SF Se. 






i j ; ; ; ‘ ‘ Solar Electric Corp., Warren, 
the nationally advertised lines. Your sales will be bright as a Christmas Fosse, sansmees the itl photo: 
tree if you feature these appliances... if you use the Christmas sales helps flash lamp, with a pure aluminum 
7 : igh ; foil strip for light-giving material 
available from your local Graybar Appliance Specialist ...and if you order in place of the drawn aluminum 
. a wire. Additional sizes will soon be 
early from Graybar. During the Christ- available. 

mas rush, you'll still be able to get Broil-Moore, broiler pan has been 
‘ vi . . Appliance Department added to the Moore Enameling & 
emergency” deliveries from our near-by GRAYBAR ELECTRIC COMPANY, Inc. Mig. Co., West Lafayette, O., line 
Executive Offices: of Glasstex and Lafayette lines of 
warehouse. Graybar iain New York 17 porcelain enamel cooking utensils. 
7 a Coated with heat tested glass for 
™ easier cleaning, the pan is 134 in. 

And so, to Graybar dealers ovmy diam. and has many uses. 
where, we wish the Merriest Holiday Thermwire—a flexible synthetic in- 
Selling Ever! 490F sulated resistance heating wire unit 


with automatic thermostat control is 
now available for thawing ice and 
snow on roofs; preventing water 
pipes and valves from freezing, etc. 
Manufactured by Thermwire Co., 
Morris Plains, N. Y.. the retail price 
is $9.90. 


Bell Electric Co., Chicago, has a new 
NoShok safety extension cord set, a 
cap that automatically swings shut 
to keep out metal objects, dust, dirt, 


IN OVER 100 PRINCIPAL CITIES water, preventing accidents. 
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The nationally advertised Gem Dandy Deluxe Electric Churn 
is a fast-selling, QUALITY PRODUCT that gives complete 
customer satisfaction. It’s the last word in Performance, 
Appearance, Sanitation and Ease of Operation. 


Uses specially designed 1-20 H.P. 110 Volt AC Motor. 
Greater Serviceability. Convenient switch in cord. 


© Bakelite handle 


@ Mounted on Sanitary Aluminum base © Six Foot Neoprene Cord with Plug. 
with four Neoprene covered supports. 


@ Adjustable Aluminum Dasher. 


®@ Slow-Speed Motor Gives Longer Life. 
@ Easy to Clean. 


®@ Detachable Aluminum Shaft. 
© Sanitary—White Motor. 


@ One Year Warranty. 
@ (Neoprene will not disintegrate upon 
contact with heat or butter.) 
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M DANDY 
GEM | cHURN 


WORLD’S MOST POPULAR 
ELECTRIC CHURN 


Recommended Dealer’s Cost ...... $12.49 
STANDARD MODEL........... $16.95 
Recommended Dealer’s Cost ...... $11.02 


Order today from your distributor, or write for name of 
nearest distributor 


ALABAMA MANUFACTURING CO. 


Dept. A- 137, Birmingham 3, Alabama 


= 











Duraglas Container 
Adjustable to fit owner’s (With Bail Attached) 
crock or jarupto 6 gallons. For use with Gem Dandy 
Dasher shaft may be de- tlectric Churns. 
tached forsmallerchurn- In 3 and § Gallon Sizes— 
ing or whipping cream. Sold Separately. 
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MANUFACTURING COMPANY 
5125 West Lake Street, Chicago 44, Ill. 


A WINNER!...THE 
“Wlorton- 





Rotashelf 


(Patent Applied For) 


Corner Base Cabinet with Rotating Shelves 


é 


Tm, 


= 





Here's a popular new item that sells itself instantly to women 
customers. The ROTASHELEF, latest triumph of Morton design- 
ers, converts wasted, empty corner-cabinet space into a “‘live”’ 


storage area for literally dozens of cans, jars and bottles! 


Our of sight, yet always at hand, the rotating 3-shelf unit 
swings into easy reach with less effort than opening a drawer. 
ROTASHELF is made entirely of steel, and is finished with two 
coats of baked-on enamel to match the finish of other Morton 
Base Cabinets. Shipped fully assembled, ready for easy instal- 


lation with standard Morton Corner Top. 


Only Morton Has Rotashelf 


ROTASHELF is an exclusive Morton product. It brings new 
extra sales-and-profit possibilities to every Morton dealer. It fits 
perfectly into the Morton Unit Sale Plan. Ask your Morton- 


Kelvinator distributor for full information—or write us direct. 


MORTON 


“Wlorton- 
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NON-ELECTRICAL PRODUCTS 





Crown FREEZ-TAINERS 


Crown Cork Specialty Corp., 
1226 E. Garfield, Decatur, Ill. 


Device: Freez-Tainer all plastic con- 
tainers for frozen food or refrigerator 
storage. 

Selling Features: Lid firmly seals con- 
tents for frozen food storage; protects 
against odor-giving foods in refrigera- 
tors; retains flavor and moisture of 
left-overs; saves storage space; can 
also be used as a gelatine mold. 
Price: 25 oz. size, $3. to $3.50 a doz.; 
1 pt. size, $2.75 to $3.00 a doz. 
Electrical Merchandising, Dec. 1949 
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NESCO Utensils 


Nationa! Enameling & Stamping Co., 
Milwaukee 1, Wis. 


Device: Nesco Evenheet stainless steel 
“Hospitality” set of cooking utensils. 
Selling Features: Set consists of 4 
pieces—2 covered saucepans: a 2-qt. 
and a 3-qt. capacity; and 2 covered 
fry pans—one 8% in. and one 103 in.; 
each item is wrapped and cartoned 
individually and packed four to a mas- 
ter carton for simplified handling. 
Price: $19.95, 
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MIRRO-MATIC Pressure Cooker 


Aluminum Goods Mfg. Co., 
Manitowoc, Wis. 


Device: New 6-qt. “in-between size” 
pressure pan. 

Selling Features: Features a wide, 
spacious bottom for preparing large 
roasts or ham or accommodates 7 
pint jars or 5 No. 2 cans for pressure- 
canning; heavy-gauge polished alu- 
minum; non-burning plastic handles 
and side grip; 1-piece Mirro-Matic 
selective pressure control; high-domed 
cover ; V-type Neoprene gasket ; safety 
latch remindering. 

Price: $15.95 East, $16.95 West. 
Electrical Merchandising, Dec. 1949 





CORY Coffee Maker 


Cory Corp., 221 N. La Salle Ct., 
Chicago 1, lil. 
Model: DIG-S Lorraine. 


Selling Features: 3- to 7-cup coffee 
brewer. 


Price: Fair Traded at $1.95 minimum. 
Electrical Merchandising, Dec. 1949 





Cutler Utility Cabinet 


Cutler Metal Products Co., 1027 Line St., 
Camden, N. J 


Device: Cutler utility cabinet for use 
in kitchen, bathroom, nursery, etc. 
Selling Features: Streamlined styling ; 
oversize, space-saving shelf door ; pivot 
type concealed door hinges; rounded 
corners; 4 large permanently attached 
shelves; 4 deep, inner-door shelves for 
spices, condiments, etc.; extra large 
chromeplated handle; about 9 cu. ft. 
storage space; 67 in. high, 20 in. wide, 
and 13 in. deep; heavy gauge steel ; 
white baked enamel finish. 
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Coin Meter 

Hotel Radio Corp., 3000 E. Jefferson Ave., 

Detroit, 7, Mich. 
Device: 25¢ coin meter for home sales 
promotional activities. 
Selling Features: Available in 1 or 2 
hr. timings for TV promotion, and 12 
or 24 hr. for refrigeration use; 4x4x6 
in.; wooden base for self supporting 
mounting also available; “pre-pay 
capacity is 4 coins; bearings sealed-in 
with lifetime lubrication; 2 keys with 
each meter. 
Price: $7.95 fob Detroit ; wooden base 
50¢ extra. 
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a THERE’S A POWERFUL MERCHANDISING KIT WAITING TO HELP 
r2 YOU MAKE EXTRA SALES .. . ADDED PROFIT. 

x6 “GET WISE TO SANITARY QUICFREZ,” THE FINEST, MOST 
‘ing PRACTICAL LINE IN THE MARKET... THE LINE WITH CON- 
as SUMER AND PRICE APPEAL. WRITE DEPT. 1107, SANITARY 
with REFRIGERATOR COMPANY, FOND DU LAC, WISCONSIN. 
base 
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Be money ahead with a 1950 Quicfréz... 
dollar-wise and feature-wise today’s biggest value. 
Compare! You'll find more capacity, features 

and efficiency for /ess money in a Quicfréz 

by Sanitary, one of the oldest makers of home 
freezers. Send for free booklet of new Quickfréz 
and low-cost refrigerator models. Sanitary 
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} FREEZERS 





Special Fast-Freeze Com- 

partment Assures Uniform 

Temperature .. . Freezes 
Food Faster! 


Counterbalanced Table Top 
Lid... So Easy to Lift 


Convenient, Sturdy Food 
Baskets Included . . . No 
Extra Cost. 


Efficient Fibreglass Insu- 
lation (4-1/2°’ thick) Sealed 
Against Moisture 


Bonderized All-Steel Cabi- 
net, with Bone-Hard White 
Enamel Finish 


THREE BEAUTIFUL MODELS 
For ANY Family's Needs: 


MODEL 850 —- 8.27 CU. FT. 
(289-433 Ibs. of food) 


MODEL 1250—12.5 CU. FT. 
(437-625 Ibs. of food) 


MODEL 1750—16.8 CU. FT. 


Refrigerator Co., Dept. 1107, Fond du Lac, Wis. Se (579-825 Ibs. of food) 











SANITARY 
QUICFREZ 
MODEL 1250 
12.5 cv. ft. including 
2.3 cu. ft. fast freeze 
compartment 








CHOICE OF TRAILER BUILDERS! 
Sanitary Refrigerators are chosen as TOP 
VALUE by most manufacturers of deluxe, 
livable trailer coaches! Write today for 
FREE interesting booklet. “The Wonders 
of Trailering.” Address Trailer Dept., 
Sanitary Refrig. Co., Fond du Lac, Wis. 
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W. W. Welch Confidently 
Bets New Hats 


So confident is W. W. Welch, Presi- 
dent, W. W. Welch Co., manufac- 
turers of Welch Air-Flight Circu- 
lators, that the new fan models being 
introduced — for the first time at the 


Furniture Mart and the National . 

Housewares Exhibit at the Navy Pier es) ‘ e n 

in Chicago — will be an outstanding KY) ” 

success. He is betting a new hat to 4Y . will be Ug Business oe 


the Welch distributors that they will 
agree that the new Air-Flight line 

' offers the greatest value the fan in- 
dustry has ever seen. 





nn WELCH AIR<FLICHT THEATRE ae 
For Prompt Delivery INLAY BN Quit i ca TOMA TIT - SIMO 


“We're anticipating a big increase in \ 7 

volume as a result of our new . : \ Y : R 

model,” Welch stated recently. We : \SS Y y" . 
will be ready to make prompt deliv- ~S Wi ee 

eries on all Air-Flight models by the Yi ‘ 


time of the January shows.” 
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Welch 1949 Sales S 
> : 
Greatest Yet! \E 
L. H. “Pete” Welch, Vice-President N SF 
in charge of Sales, reports that the NZ 
sale of -Air-Flight Circulators was \ GY 
highly satisfactory. NZ 
y é MA 
“We enjoyed the greatest year in / 
our history,” Welch reported, “despite \Y 
the pessimism that prevailed in some NGF 
quarters.” Asked about the outlooks N iy, 
for 1950, Welch stated that he be- \ yj 
lieved it would follow the 1949 pat- N | 
tern — even bigger and better than NX 
preceding years. NN 
\ 
» 
Strengthens Sales Force ‘ 
To provide even better service to M 
dealers and distributors, L. H. Welch M 
announces the appointment of Floyd we ay 
Yudelson, 1151 South Broadway, 5 2 = 


Los Angeles 15, California, as Sales 


Nn . 
Representative for the State of Cali- | 
Seka Woden ts a ela sma Ss e i “ a i I ~ i a | N e W Fa n M 45 d e | & 7 


very popular with the west coast trade. 


Frank S. Howard, 826 K. of P. . e : 
Building, Indianapolis 4, Indiana, has at utter sy a 
been appointed Sales Representative 


for the Southern Ohio, Kentucky and 
Indiana territory. 


Welch styled fans are again proving their leadership in product styling and 
Both Yudelson and Howard have sales appeal. The newest additions to the Air-Flight line are literally styled 
had a wealth of experience in the sell- years ahead of their time—priced to out-sell any competition. 
ing and merchandising fields and are : . ‘ : 
ee aor Once you see these new Air-Flight models you’ll agree no other fan line 
certain to prove valuable additions : : s : 
to the Welch sales organization. gives you so many entirely new sales advantages. The complete new Air-Flight 
line will be ready for prompt delivery at the January Shows. 









Quick Facts About 
Air-Flignt Circulators 
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Produce more cubic feet of cooling WELCH 4 ln 
air per minute than several ordinary CONTINUOUS SHOWING Zen 
fans the same size .. . Patented louver Jan. 9 thru 26 LIGIV i . 
rings, in addition to directing the , = M 
flow of cooling air all around the Space 1741 Furniture Mart c CIRCULATORS She 
room, completely enclose the fan Jan, 9 thru 20 s con 
blades . . . Quiet, uniform circula- —— eee —__ Sell 
tion of air without blasts, drafts, noise Space 472-474 W. W. WELCH CO car 
or vibration . . . Molded in sparkling Housewares Show - ¥ bed 
new plastics, strong and durable .. . and 
Diowinee’ 15° damter, 1° high Jon. 19 thru 26! 700 Glenn Bldg. Cincinnati, Ohio | 2 
. Only 15 lbs. net weight. 
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ADMIRAL TV Consoles 


Admiral Corp., 3800 Cortland St., 
Chicago, 47, Ill. 


Models: No. 24X15 tele-radio-phono 
combination; and No. 20X145 TV 
console. 

Selling Features: No. 25 X 15 has full 
vision 10 in. screen built-in directional 
antenna; standard broadcast radio: 
automatic record player that plays all 
size records—333, 45 and 78 rpm. 

No. 20 X 145 with 123 in. screen is 
housed in a neo-modern hand-rubbed 
walnut designed for small home or 
apartments ; also available in mahogany 
and blonde. All models equipped with 
new Built-In Directional ““Roto-Scope” 
antenna. 

Price: No. 25 X 15, $299.95; No. 20 X 
145, $279.95. 
Electrical Merchandising, Dec. 1949 





ARVIN Telesets 


Arvin Radio & Television Div., Noblitts- 
Sparks Industries, Inc., Columbus, Ind. 


Models: Table model 3121TM and 
Console model 3160CM. 
Selling Features: No. 3121TM, table 
model has 123 in. tube; 92 sq. in. pic- 
ture size; available in mahogany with 
matching table at slight additional 
cost. 

No. 3160CM, 16 in. console; screen 
size measures 148 x 113 in.; mahogany 
cabinet. 
Prices: 3121TM, $249.50; 3160CM, 
$399.50. 
Electrical Merchandising, Dec. 1949 
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ZENITH TV-Radio-Phono 
Combinations 


Zenith Radio Corp., 6001 W. Dickens Ave., 


Chicago 39, lil. 


Models: Riviera, Regent, Classic and 
Sheraton AM-FM-tele-radio-phono- 
console combinations. 

Selling Features: Riviera and Regent 
carry the “Big B” size screen and 
105 sq. in. viewing area; Riviera has 
contemporary styled mahogany cabinet 
and full opening doors; Regent has a 
Queen Anne styled mahogany cabinet ; 
Classic and Sheraton have the ‘ ‘Giant 
C” size circular screen with 165 sq. in. 
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TELEVISION AND RADIO 


picture area ; Classic has contemporary 
design cabinet in walnut with figured 
full length doors and full length carved 
door pulls; Sheraton, mahogany with 
full length matched swirl doors ac- 
cented by marquetry inlay; all four 
console combinations have Zenith’s au- 
tomatic 3-speed record changer with 
single Cobra tone arm which plays 78, 
334 and 45 rpm. records; and accom- 
modates 12-7 in.; 12 in.; 10-12 in. 
or 10 12 and 10 in. records intermixed 
and automatically shuts off; built-in 
Picturemagnet “aerial”. 


Prices: Riviera, $449.95; Regent, 
$489.95; Classic, $599.95; Sheraton, 
$625. 


Electrical Merchandising, Dec. 1949 





RCA VICTOR Table Telesets 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 

Models: No. T-121 and No. 9-T-256 
table telesets. 

Selling Features: No. T-121 has 123 
in. picture tube; simplified tuning; 
Eye Witness picture synchronizer ; 
phono-jack for easy plug-in of record 
playing attachment; agc; dual circuit 
design. 

No. 9-T-256, 10-in. set, identical to 
the RCA 10-in. Special Anniversary 
except it features a “Clos-up” control 
which electronically enlarges central 
portion of television image to full 
screen size. 

Standard matching consolette bases 
and consolette bases with concealed 
built-in antennas are available for 
these models—$15 for standard bases 
for both models, and $19.95 for bases 
with built-in antennas for both models. 
Prices: T-121, $249.95; No. 9-T-256, 
$229.95. 

Electrical Merchandising, Dec. 1949 





TELE-TONE Table TV 


Tele-Tone Radio Corp., 540 W. 58th St., 
New York, N. Y. 


Models: No. 255 and 287 table TV. 
Selling Features: No. 255 10-in. table 
model with built-in antenna; has 62 
sq. in. picture; all channel tuning; 
long distance reception; super-sensi- 
tive tuner; picture-lock; color fast, 
heat resistant, lightweight phenolic 
plastic cabinet, 19 in. deep, 20 in. 
wide and 138 in. high. 

No. 287 124-in. table model has 92 
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sq. in. picture; all channel tuning; 
new “synchro-guide” circuit; super- 
sensitive tuner; available in hand- 
rubbed mahogany veneer cabinet; also 
in walnut; 20 in. deep, 21 in. wide, 
163 in. high. 

Prices: No. 255, $169.96; the same 
set is also available as No. 254 without 
built-in antenna for $149.95; No. 287, 
walnut, $199.95 ; mahogany, $209.95. 
Electrical Merchandising, Dec. 1949 





SPARTON TV Console 


The Sparks-Withington Co., 
Jackson, Mich. 


Model: No. 4942 TV console. 

Selling Features: Has a 123 in. view- 
ing tube; non-glare screen escutcheon 
and Insta-Set circular station selector ; 
91 sq. in. “I-Sight” screen; built-in 
antenna; automatic gain and volume 
control; True-Tone magnetic speaker ; 
hand-rubbed mahogany cabinet; fig- 
ured grill cloth; Lucite control knobs. 
Electrical Merchandising, Dec. 1949 





WESTINGHOUSE TV Consoles 


Westinghouse Electric Corp., Home Radio 
Div., Sunbury, Penna. 


Models: H603C12 and H608C12 tele- 
radio-phono combinations; H601K12 
and H602K12 consoles. 

Selling Features: Nos. H603C12 and 
H608C12 combinations are equipped 
with built-in antennas; electronic mag- 
nifier; television chassis has 26 tubes 
plus 4 rectifiers and 124 in. picture 
tube; radio has 9 tubes plus 3 recti- 
fiers; equipped with fully automatic 
record changer capable of playing at 
all 3 speeds with 10 and 12 in. records 
intermixed; uses only one tone arm 
and one spindle with small insert for 
the 7-in. large center disc record; 
automatically shuts off after last 
record is played; No. H603C12 ma- 
hogany ; H608C12 in blonde oak. 

No. H601K12 and H602K12 consoles 
have 23 tubes plus 3 rectifiers plus 123 
in. picture tube; electronic magnifier ; 
built-in antenna; H601K12 in ma- 
hogany; No. H602K12 in blonde oak. 
Prices: H602C12, $450; H608C12, 
$470; H601K12, $470; H602K12, $335. 
Electrical Merchandising, Dec. 1949 





G-E Table Telesets 


General Electric Co., Electronics Park, 
Syracuse, N. Y. 


Models: Nos. 10T-1, 10T-4; and 
12T-1. 

Selling Features: No. 10T-1, 12 chan- 
nel receiver in rosewood plastic cabinet 
10 in. conventional picture tube with 
wide angle opening. 

No. 10T-4 12 channel receiver; 
hand-rubbed mahogany cabinet; 10-in. 
“Daylight” picture tube with wide 
angle opening ; built-in. antenna. 

No. 12T-1, 12 channel receiver, 
hand-rubbed mahogany cabinet; 123 
in. “Black-Daylight” picture tube with 
wide angle opening; built-in antenna. 
Prices: No. 10T-1, $199.95; No. 
10T-4, $239.95; in blonde as model 
10T-5, $249.95. 

Electrical Merchandising, Dec. 1949 





ADMIRAL Table TV 


Admiral Corp., 3800 Cortland St., 
Chicago, 47, lil. 

Vodel: No. 20 X 136 wood table tele- 
set. 
Selling Features: Has a 124 in. 
screen; built-in Directional ‘“Roto- 
Scope” antenna; mahogany, compact 
cabinet that requires little table space. 
Price: $249.95. 
Electrical Merchandising, Dec. 1949 








TRANS-VUE TV Console 


Trans-Vue Corp., 1139 S. Wabash Ave., 
Chicago, Ill. 


Model: Aristocrat 400 TV console. 
Selling Features: Equipped with a 
12} expanded direct CR receiver houses 
in a full floor console cabinet; built-in 
antenna; eye level angle compensated 
viewing and perma-magnet focalizer; 
synchro set tuner; Ultra high fre- 
quency adaptor; cabinet by Pierre 
Renault 40 in. high, 24 in. wide, 20 in. 
deep; in mahogany, blond mahogany 
or limed oak. 

Price: $289.50. 

Electrical Merchandising, Dec. 1949 
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In 1950 ELECTRICAL MERCHANDISING... 
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PLIANCE-RADIO-TELEVISION MANUFACTURERS . . 
Here are a few facts on how ELECTRICAL 
MERCHANDISING can keep your selling costs down. 
« Announce new products to the largest number of dealers in the 
shortest time, at the lowest cost. 
a4 
7. « Get dealers and sales people to spend MORE time MORE intelli- 


This symbol is now being used by 
ELECTRICAL MERCHANDISING and all 
other McGraw-Hill publications. It appears 
on all articles dealing with sales helps, trade- 
ins and many other features that dealers 
want and need in these highly competitive 
selling days. A manufacturer's advertise- 
ment tied in with these high-lighted features 
that mean so much to his dealers is assured 
of complete and interested readership. By 
selling them on your products in ELECTRICAL 
MERCHANDISING, you will increase sales 
volume and lower sales costs. 
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gently on advertiser's line through better appreciation of product 
features. 


« Help stimulate off season volume. 


« Sell dealers on your national advertising and promotions and 
thus increase use and effectiveness of point-of-sale displays, local 
newspaper advertising, etc. 


« Get dealers to compare lines as to their relative completeness, 
turnover, etc. 


* Provide a background that will make manufacturers’ or whole- 
salers’ dealer contacts produce better results. 
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_|_...Canl help keep your sales volume up 


When you are figuring your 1950 budget your first thought 
is how to keep sales volume up and at the same time be sure 
that sales costs are as low as possible. 

Who is responsible for keeping your sales volume up? It's 
your dealer and distributor organization — but, you have to 
sell them thoroughly and persistently, create confidence and 
conviction that will mean sales today, tomorrow and all through 
the year. 

How is the best way to keep sales volume up and selling 
costs down? Plan a consistent campaign that will keep your 
sales organization on its toes selling your products. The best 
way to do this is to use your dealers’ choice in trade publica- 
tions — ELECTRICAL MERCHANDISING. Use the maximum 
amount of space your budget will allow —appeal to your 
dealers and distributors with the use of color combined with 
sizeable advertising space and you will make a lasting impres- 
sion on them long after they have read the advertisement. 
ELECTRICAL MERCHANDISING — survey proven as the pre- 
ferred publication of Appliance, Radio and Television Dealers 
—has an unmatched circulation of over 35,000 and pass-on 
readership of over 100,000. 

While planning your 1950 budget think over these sugges- 
tions on sales volume and sales costs. Your local ELECTRICAL 
MERCHANDISING representative will gladly assist you with 
your advertising problems and show you how you can get full 
benefit of this publication's impressive selling power. Remem- 
ber — sell your dealers consistently and they will sell for you. 








and Sales costs down 
o ELECTRICAL MERCHANDISING @ 


Me GRAW - re eit «& az FT 
330 West 42nd Street e New York 18, N.Y. 
SING ELECTRICAL MERCHANDISING—DECEMBER, 1949 
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G-E TV Consoles 


General Electric Co., Electronics Park, 
Syracuse, N. Y 


Models: Nos. 10C-101; 12C-101 and 
12C-105 television consoles. 

Selling Features: No. 10C-101 12 
channel receiver has a 10-in. “Day- 
light” picture tube with wide angle 
opening; built-in antenna; 10 in. Dy- 
napower speaker; 18 tubes plus 3 
rectifiers; mahogany cabinet. 

No. 12C-101, 124 in. “Black-Day- 
light” picture tube with wide-angle 
opening ; built-in antenna; 12 in. Dyna- 
power speaker; 18 tubes plus 3 recti- 
fiers; mahogany or blonde cabinet. 

No. 12C-105 12 channel receiver has 
123 in. “Black Daylight” tube; wide 
angle opening; built-in antenna; ma- 
hogany cabinet; 18 tubes and 3 recti- 
fiers; 12 in. Dynapower speaker. 
Prices: 10C-101, $259.95; 12C101, 
$319.95 in mahogany; in blonde as 
12C102, $329.95; 12C-105, $299.95. 
Electrical Merchandising, Dec. 1949 





THE PRODUCT AND THE PROFIT IS 
PRICE ARE RIGHT HANDSOME, TOO 





ZENITH TV Consoles 
Start planning now for 1950! Next Zenith Radio Corp., 6001 W. Dickens Ave., 


year’s line will be better than ever oe 


before. Be sure to see the Dominion “2#": _ Saratoga, Biltmore, Grae- 


A bs mere, Lexington, Warwick, Mayfair 
Line of sparkling, pace-setting and Waldori. 
appliances ee Selling Features: All models have 


“Big B” size Giant Circle screen; im- 


$ P A C ES 2 ? 0- 2 2 2? proved Zenith-Armstrong FM sound; 


duo-picture control which allows a 


NATI ONAL HOUSEWARES SHOW choice of “Giant Circle” screen or a 


CHICAGO’ smaller, rectangular-shaped picture; 
- s single knob, automatic tuning; a con- 
§ NAVY PIER JAN, 19 26, 1950 nection for Phonevision. Saratoga is 
housed in a contemporary styled ma- 
AVAILABLE THROUGH REPUTABLE DISTRIBUTORS ACROSS THE NATION hogany cabinet; Biltmore, in blonde 
and Graemere, ae with “1 
opening doors; Lexington has tradi- 
DOMINION ELECTRIC CORPORATION e MANSFIELD, OHIO tional mahogany cabinet ; Warwick, an 
18th Century mahogany cabinet with 
full length doors; Maytair, mahogany 
with full length doors; and Waldorf 
companion to Mayfair in blonde. 
, Price: Saratoga, $289.95; Biltmore, 
$309.95; Graemere, $329.95; Lexing- 
ton, $399.95; Warwick, $429.95; May- 
fair, and Waldorf, $449.95. 
Electrical Merchandising, Dec. 1949 
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FM-AM-radio and phono. 
Selling Features: Equipped with 124 
in. “Black-Daylight” picture tube 
with wide angle opening; built-in an- 
tenna; 12 TV channels: phono has 
3-speed turntable and single tone arm 
with 2 interchangeable G-E electronic 
reproducer heads allowing automatic 
playing of all size standard and micro- 
groove records; record storage space 
holds 100 records; mahogany cabinet 
with full length doors; 24 tubes plus 4 
rectifiers in addition to picture tube; 
12 in. Dynapower speaker. 
! Frice: $459.95. 

Electrical Merchandising, Dec 
WESTINGHOUSE Table TV é | Merchandising, Dec. 1949 


Westinghouse Electric Corp., Home Radio 
Div., Sunbury, Penna. 

| Models: H600T16, H605T12 and 
| H604T10 table telesets. 

Selling Features: No. H600T16 has 
| 16 in. picture tube; built-in antenna; 
23 tubes plus 3 rectifiers; mahogany 
cabinet; No. H605T12, has 124 in. 
tube; an electronic magnifier; built-in 
antenna; 24 tubes plus 3 rectifiers; 
mahogany cabinet; No. H604T12, 10- 
in. tube model has 20 tubes plus 2 
rectifiers, mahogany cabinet 

Prices: H600T16, $375; H605T12, 
$269.95 ; H604T 10, $199.95. 

Electrical Merchandising, Dec. 1949 
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TELE-TONE TV Consoles 


Tele-Tone Radio Corp., 540 W. 58t* St., 
New York, N. Y. 

Models: No. TV 286 and TV 284 
console telesets 

Selling Features: No. 286 has 16 in. 
direct view “NoGlare” black tube; 145 
sq. in. picture; all channel tuning; new 
“synchro-guide circuit”; super-sensi- 
tive tuner; acoustically perfect, hand 
rubbed, Honduras mahogany veneer 
cabinet; 24 in. deep and wide, 40 in. 








high. 
No. 284 124 tube; 92 sq. in. picture; 
ZENITH Table TV hand-rubbed, mahogany cabinet all 
: : ; channels; “Synchro-guide” circuit, su- 
Zenith Radio Corp., 6001 W. Dickens Ave., easier Peg. fran a] talitn § 
: per sensitive tuner; also available in 
Chicago 39, Ill. 


walnut cabinet; 20 in. deep, 22 in. 
Model: “The Claridge” No. G2322 wide, 39 in. high. 
Selling Features: An FM-TV table Prices: No. 286, $299.95 in walnut; 
model with “Big B” size “Giant Cir- $319.95 mahogany. No. 284, $249.95 in 
cle” screen with 105 sq. in. picture walnut; $259.95 in mahogany. 
area; Glare-Ban “Black” tube; auto- 
matic, single knob tuning; duo-picture 
control allows choice of Giant Circle 
or a smaller rectangular-shaped pic- 
ture; built-in “Picturemagnet” aerial; 
genuine Zenith-Armstrong FM circuit; 


Electrical Merchandising, Dec. 1949 





53 in. Zenith-built Alnico 5 speaker ; 
connection Phonevision sub-assembly ; 
2, built-in turret tuner; walnut brown 

Pyroxylin; 16% in. high, 223 in. wide; 
" 18+& in. deep. 
ir 


Price: $249.95. 
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4 FREE SAMPLE DODGE REPORTS 

a - 

: T COST OR OBLIGATION, | = 
- WITHOUT CO e-slhameae MATTISON TV Console 
some current Dodge Reports. | do business east # 

iS he Rocki Mattison Radio & Television Corp., 
fh of the Rockies. 220 Fifth Ave., New York, N. Y. 
de Nome Model: “The Beaumont” custom- 
ull CORPORATION built TV consolette. 
di- Firm Selling Features: 31-tube high voltage 
an chassis with 630 RCA circuit; “Re- 
ith Address. flecto-Circle” eliminates dead areas 
a! and utilizes entire picture tube surface; 
pri F. W. DODGE CORPORATION RCA Syncrolock; age; RCA 12 in 
i ivisi . speaker; RCA tuner and safety glass; 
re, Construction News Division G-E TV Combination front panel of ¥ in. core wood ma- 
S 119 West 40th Street, New York 18, N.Y. : hogany beveled to meet picture tube; 
By- General Electric Co., Electronics Park, cabinet available in natural and 
Syracuse, N. Y. bleached mahogany. 

} Model: No. 12K-1 combination tele- Electrical Merchandising, Dec. 1949 
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Rainier 


enters the 


MAJOR APPLIANCE FIELD 


A COMPLETE LINE OF QUALITY HOME 
APPLIANCES. THE LATEST IN DESIGN 
WITH OUTSTANDING NEW FEATURES. 


Refrigerators 
Home Freezers 
Ranges 

Water Heaters 
Clothes Dryers 


Washing Machines 
Cabinet lroners 


Aggressive Distributors and Dealers 


Learn about the Rainier “Greater 
Profit Plan” . . . write today! 


Rainier Company 


UNIVERSITY at E. HENNEPIN 
MINNEAPOLIS 14, MINNESOTA 











See the Rainier Display at 


January Furniture Show 


American Furniture Mart 
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RCA VICTOR Radio-Phono 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 
Model: No. 9-W-51 small, low-priced 
console radio-phono. 
Selling Features: Chest-style console 
features 45-rpm record changer plays 
up to 10 45 rpm records at single load- 
ing; standard band radio; storage 
space for 104 single 45 records or 18 
albums; cabinet measures 28 in. high 
184 in. wide, 144 in. deep; record 
changer located in special drawer at 
center which slides out for easy load- 
ing; sliderule tuning dial across width 
of cabinet; decorative slotted wood 
grille conceals permanent-magnet elec- 
tro-dynamic speaker; storage com- 
partment beneath changer drawer; 
“Golden Throat” system; built-in an- 
tenna ; 3-position tone control ; 4 tubes, 
1 rectifier ; walnut or mahogany. 
Prices: $99.95; limed oak finish, 
$109.95. 
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ZENITH Consoles 


Zenith Radio Corp., 6001 W. Dickens Ave., 
Chicago 339, Ill. 


Models: Fordham FM-AM console; 
Dartmouth and Bradbury AM-FM 
radio-phono console combinations. 


Selling Features: Fordham equipped 
with Zenith-Armstrong FM band and 
Long Distance AM reception; built-in 
Wavemagnet; 3-gang variable con- 
denser ; 10 in. Alnico 5 speaker; AVC; 
7 tubes plus rectifier; walnut cabinet. 

Dartmouth AM-FM_radio-phono 
console with “Twin-Seven” automatic 
record changer which has two tiny 
turntables that accommodate 12-7 in. 
334 or 45 rpm records; Micro-Cobra 
tone arm with single cartridge for both 
speeds or records; Zenith-Armstrong 
FM band; Long Distance AM band; 7 
tubes plus rectifier. 

Bradbury accommodates 78, 334 and 
45 rpm records with its 3-speed 
changer and single Cobra Tone; wal- 
nut cabinet with metal speaker grille 
and ample record storage compart- 
ments on each side of grille. 

Prices: Fordham, $139.95; Dart- 
mouth, $189.95; Bradbury, $239.95. 
Electrical Merchandising, Dec. 1949 
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EMERSON 3-Way Portable Radio 


Emerson Radio & Phonograph Corp., 
111 8th Ave., New York, N. Y. 


Model: Emerson Universal portable 
radio No. 643. 

Selling Features: Has 4-bands—3 
short-wave bands for a continuous 
range of 2.75 mc to 18.5 mc and a 
standard band of 535-1620 kc; oper- 
ates on batteries and a.c. or d.c.; a 
universal transformer for 220 volts 
50-60 cycle operation a.c. and a special 
line cord available as extra equipment 
for operation on 220 volts d.c.; 
equipped with specially designed tele- 
scoping antenna for shortwave in addi- 
tion to built-in loop antennas for 
standard broadcast reception; leather- 
ette case in brown, blue or maroon 
with contrasting plastic grille front 
and dial. 


Price: $59.95. 
Electrical Merchandising, Dec. 1949 


TRAV-LER Portable Radio 


Trav-Ler Radio Corp., 571 W. Jackson 
Blyd., Chicago 6, Ill. 


Vodel: No. 5028—A personal size 
3-way portable radio. 

Selling Features: a.c.-d.c. and battery 
portable; 4 tubes and rectifier; 34 in. 
P.M. dynamic speaker ; full vision air- 
plane type dial; built-in loop antenna; 
luggage cabinet in red, green or 
brown python leatherette. 

Price: $19.95. 

Electrical Merchandising, Dec. 1949 





SOUND REEL Tape Recorder 


Mark Simpson Mfg. Co., 32-38 49th St., 
Long Island City, N. Y. 


Device: Masco “Sound Reel” tape 
recorders which provides 1-hr. con- 
tinuous recording in 1 direction on 1 
reel of tape. 

Selling Features: Separate inputs for 
recording from microphone, radio and 
records ; instantaneous play back ; same 
recording can be played back any 
number of times or erased and new 
recording made on same tape; tape 
can be used up to 5000 times ; may also 
be used as public address system; 
available with or without built-in 
radio. 

Electrical Merchandising, Dec. 1949 
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RCA VICTOR Radio-Phono 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 


Model: No. 9Y-51 45-rpm table ra- 
dio-phono. 

Selling Features: Standard band ra- 
dio, 4-tubes 1 rectifier; 5 x 7 in. 
speaker; plastic cabinet in deep ma- 
roon; 45 rpm record changer auto- 
matically plays up to 10 of the non- 
breakable 45 rpm records with the 
push of one button once. 

Price: $59.95. 

Electrical Merchandising, Dec. 1949 





RCA VICTOR Table Radios 


RCA Victor Div., Radio Corp. of America, 
Camden, N. J. 


Models: No. 9-X-561 and 9-X-571 a.c.- 
d.c. table radios with 8-in. speakers. 


Selling Features: 8-in. speakers have 
6.8 oz. speaker magnets ; built-in phono- 
jacks permit easy plug-in for RCA 
45-rpm record changer attachment; 
No. 9-X-561 features gold-toned cir- 
cular grille against plain maroon cab- 
inet; slide-type station indicator in 
narrow band along bottom of front 
panel. 

No. 9-X-571 has 3-point tone control 
for use with phono attachment; a.c.- 
d.c.; striped mahogany finish on ma- 
roon plastic. 

Prices: 9-X-561 $29.95; in antique 
ivory, $32.95. No. 9-X-572 $39.95; a 
similar set No. 9-X-572 with blonde 
mahogany finish on beige piastic, 
$42.95. 
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ZENITH Table Radios 


Zenith Radio Corp., 6001 W. Dickens Ave., 
Chicago 339, Ill. 

Models: Pacemaker, Tournament and 

Zephyr a.c.-d.c. table models. 

Selling Features: Pacemaker has Con- 
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sol-tone AM unit in an ebony plastic 
cabinet; soft gold grille; easy-to-tune 
circular dial; also available in walnut 
plastic cabinet; 4-in. alnico 5PM 
speaker; 4 tubes. 

Tournament Long Distance AM re- 
ceiver has “Flexo-grip” carrying 
handle; ebony or swirl walnut plastic 
or ivory plastic cabinet. 

Zephyr has Consol-tone unit; 53 in. 
Alnico 5 speaker with a large circular, 
chrome dial for easier tuning; “Elexo- 
grip” handle; swirl walnut, ebony 
plastic or ivory cabinet. 

Prices: Pacemaker, $19.95 in ebony, 
$22.95 in walnut; Tournament, $27.95 
in ebony or walnut; $29.95 in ivory; 
Zephyr, $34.95 in walnut or ebony; 
$36.95 in ivory. 
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ZENITH Table Radio-Phonos 


Zenith Radio Corp., 6001 W. Dickens Ave., 
Chicago 39, Ill. 


Models: ‘Twin-Seven’ and Century 
table radio-phonos. 

Selling Features: Twin-Seven has a 
new automatic record changer with 
2 tiny turntables which accommodate 
12-7 in. 334 or 45 rpm records; Micro- 
Cobra tone arm with single cartridge 
for both speeds; long distance cover- 
age on AM band; maroon moulded 
plastic cabinet with phantom top 
which merges into cabinet design when 
closed ; leatherette carrying bag avail- 
able at extra cost. 

Century has 3-speed, automatic rec- 
ord changer for all size records; wal- 
nut or mahogany with interwoven 
plush rayon grille. 

Prices: Twin-Seven, $69.95; Century, 
$119.95 in mahogany or walnut; 
$129.95 in blonde. 
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Antenna Briefs 


Easy-Up Tower Co., Racine, Wis., 
has a No. 300 “Rota-Tower” TV 
antenna tower that weighs only 40 
Ibs. and elevates an antenna approx- 
imately 30 ft. above the roof-top. 
Price, $64.50. 


Tee-Vee-Tenna and Tele-Indica- 

tor, a new type indoor antenna and 
indicator which rotates in any di- 
rection, circular, vertical or horizon- 
tal for best reception has been an- 
nounced by Tele-King Corp., 601 W. 
26th St., N.Y.C. 
Tricraft announces a new “3000” 
Hi-Lo Conical type X antenna 
series, preassembled at factory, Tri- 
craft Products Co., 1525 N. Ash- 
land Ave., Chicago, III. 


A new “Jiffy Conical Window- 
Tenna”™ has been announced by Del- 
son Mfg. Co., 126 11th Ave., N.Y.C. 
It can be installed in a few min- 
utes, mounts on window casement 
by expansion pressure and costs 
$12.75. 
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ANNOUNCING A REVOLUTIONARY 
NEW PORTABLE FORMS-HOLDER 





“SLIP-PAK 


Protects Forms! 


Sizes to meet all needs. Above: Double-Lid Model D-815-N National SLIP-PAK* for 
forms up to 84%" x 1134". Holds up to 35 sets of triplicate one-time carbon forms. Files 
an equal number of copies. 


Below: Single-Lid Model S-30 National SLIP-PAK* for forms up to 3%” x 7” 


. . Holds as 
many as 50 sets of triplicate forms of any type—book or loose-leaf. Filing space for 
60 sheets. Fits easily in jacket pocket. (Form dimensions are maximum. Each SLIP-PAK* 
takes a wide variety of smaller forms.) 


Smooth, Hard Writing Surface 
and Exclusive Hand-Rest! 


‘Unie whore you ate,” 
and eliminate forgotten records! 


National SLIP-PAK* combines speed and conveni- 


ence with clearer, more legible records. When 


SLIP-PAK* closed 


protection for all forms. 


complete closed, National SLIP-PAK* completely protects 
your forms. To use: slide lid open; flip set of 
forms into position; close lid, and write. Remove 
completed form, and file the copy in convenient, self-contained filing com- 
partment. Note the “extended hand-rest,”’ exclusive feature of National 
SLIP-PAK*. When writing at bottom of a form, slide lid back and it becomes 
a hand-rest which assures more legible writing. Simple to use . . . reloads 


in 10 seconds. Order yours today! "Trade marks 


Priced from $2.75 to $5 plus taxes and postage (in / 


United States, only). Order today from your nearby ; ‘ 


National Cash Register Company office. Or write 
CASH REGISTERS» ADDING MACHINES 


to the Company at Dayton 9, Ohio. 
THE NATIONAL CASH Ps ata 2 
REGISTER COMPANY ~— ea a 














PUT THIS 


CHAMPION LAMP 
MERCHANDISER 
ON YOUR 

FLOOR... 


and you'll sell 
more lamps 
in less 
space 


Only 19” wide and 18” deep this light, 
strong, good looking Champion Floor 
Stand holds 200 Incandescent Lamps. 
It's designed 


to display Fluorescent 
Lamps, too. 


Made of heavy gauge. silver finished 
wire with a bright blue and white 
enameled sign, this compact silent sales- 
man automatically brings you steady 
volume and profit. Lamps are a remind- 





er item—and everyone who enters 
your store is a lamp user. 

This is but one of the many space- 
saver selling helps that build steady, 
profitable sales of CHAMPION Incan- 
descent and Fluorescent Lamps. May 
we send you complete information? 


CHAMPION LAMP WORKS 


Lynn, Massachusetts 


N DATE ELE TR 
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How to Set a Record for Roaster Sales 








offer to the dealer’s wife of one at 
factory cost. For $20 to $25 she got 
her choice of two models. He was 
careful to see that this was delivered 
to the dealer’s wife so she would get 
a chance to use it. Turning roasters 
over to salesmen as prizes is no good, 
he said, as they will probably be 
peddled. But a deal with jobber’s 
salesmen who sold 36 roasters, also 
delivered to the wives, was effective. 
A school for department store sec- 
tions, disguised as a free dinner, has 
yielded results in awakening roaster 
interest. One store is taken at a time, 
a caterer is called in who supplies the 
dishes, the coffee and washes things 
up. In come the people from the de- 
partment store around six o’clock, find 
a lot of groceries going. After short 
talks by the Steinmetz & Kelly home 
economist, the boys and girls get a 
chance to broil their own steaks and 
do their own cooking. Enough smor- 
gasbord stuff is around, plus a sun- 
shine cake already baked, to enable 
them to piece out a good dinner. 


Don‘t Count on Utilities 


The utilities, short on power for 
sale, have not come back in the roaster 
picture as they were before the war. 
The chances are they will never give 
the roaster as much promotion as they 
did before 1941. Said William P. 
Reace of Commonwealth Edison, “One 
of the surprising things since the war 
is the public acceptance of electric 
ranges. We promoted the roaster to 
introduce people to electric cooking. 
Now that the range is suddenly over 
the hump, this is no longer necessary.” 

Agreeing with him is H. P. Dexter 
of Central Hudson Gas & Electric 
Corp., Poughkeepsie, N. Y. Said Mr. 
Dexter: “In my opinion, the roaster, 
as far as being a load builder is con- 
cerned, is a thing of the past and is 
not worth any promotion expense 
whatever on the part of the utility.” 

However, one western utility sales 
manager is considering using the Club 
Aluminum plan of preparing a com- 
plete meal in the home for perhaps 
five or six couples. The hostess is 
given some sort of prize for inviting 
and use of the home. The complete 
meal is served and orders are actually 
solicited. In small communities it is 
feasible for a dealer to have his wife 
or some high school girl bake and 
serve cookies on the evening the store 
is open. 

Obviously, the ball will have to be 
carried in the future by distributors 
and manufacturers in promoting and 
educating the public. 

The dealer’s job is to carry a com- 
plete assortment, which is something 
that the B. & M. Supply Co. does. 
Over a period of time, one manufac- 
turer estimated this kind of assort- 
ment will work out for him: 


Percent of Sales 
18-qt. roaster, list around $44 


(stand extra) 60% 
18-qt. roaster lift-off lid, $25 
6-qt. roaster, list around $20 30% 
3-qt. casserole list around $13.95 
20-qt. roaster list around $59 10% 


DECEMBER, 
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What really sells roasters, Bill 
Steinmetz reminds dealer help, is the 
old “No squat, no stoop, no squint.” 
It was a mistake to abolish the old 
high range oven, he said, as long as 
women wear girdles. Women in cor- 
sets certainly loathe bending over and 
squatting down, and the roaster is just 
what the doctor ordered to enable 
them to peek in and operate happily. 
It is still necessary to do a good dem- 
onstrating job if roasters are to be 
sold, George A. Mittauer of Omaha 
believes. “I am strongly for demon- 
stration of baking pies, cakes and 
cookies, and if possible, making such 
demonstrations in the home,” he says. 


What Dealers are Doing 


With the wild buying of the early 
postwar years ended, roaster manufac- 
turers can see that a lot of spadwork 
and sales training are needed as evi- 
denced from this shopping report just 
made in Chicago stores. Wrote the 
shopper : 

Goldblatt’s — “I inquired about 
roasters and the only woman clerk in 
the appliance department wagged a 
finger and said, ‘They’re over there.’ 
With that she went off to telephone.” 

Sears—“A young man gave me quite 
a pitch on the private brand roaster 
stressing mechanical features more 
than the cooking angle. He had one 
piece of literature, from which he read 
to me. He said the store had demos 
on roasters only around Christmas.” 

The Fair—‘Nesco had a display 
with a demonstrator (evidently one of 
their best). She related how some 
people with little space used a card 
table to set their roaster on until the 
meal was cooked. She had roast pork, 
rolls and cookies. She suggested to a 
woman who complained of things 
burning in her roaster that she should 
borrow an oven thermometer and see 
if the thermostat was out of order.” 

Commonwealth Edison Co. Electric 
Shop—“Two roasters were on the 
floor. The clerk seemed to know noth- 
ing about roasters at all. When I 
asked if the Electric Shop didn’t have 
any models between the $19.95 and 
$70, she said she didn’t believe they 
made any sizes between. She walked 
back to continue her conversation with 
another clerk before I could ask any 
more questions.” 

Mandel’s—‘*When I asked a yawn- 
ing young man if roasters could cook 
a meal, he said, ‘Sure, they have dishes 
in them.’ When I asked if they had 
anything under $39.95, he lost inter- 
est. His answer was, ‘Yes, sometimes 
we get some in, but I don’t know when 
or what the prices will be.’ ” 

Time will correct the bad selling 
habits that retailers have gotten into 
with roasters. Every family, rich or 
poor, is a prospect for one, according 
to the Consolidated Edison Co., New 
York City. It is the most used small 
appliance in the home, operated on the 
average of 51.4 minutes a day. Cost 
to own, over its life, is only a little 
over 14¢ a day. The roaster has the 
versatility that makes for wide pop- 
ularity, and is one item that will re- 
spond vigorously to promotion. End 
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Small Appliances Make Major Sales 





bama, Mr. Billingsley utilizes his vast 
small appliance repair section as a 
potent sales factor for larger appli- 
ances. 

“At least one-fifth of all our repair 
work is done on small appliances,” says 
Mr. Billingsley. “The first and most 
important result of this, is the enor- 
mous amount of floor traffic it brings 
in. When an iron or a toaster needs 
fixing most people simply pick it up 
and bring it in to the shop here. That 
gives us our chance to meet them, talk 
with them and to demonstrate other 
appliances while they are waiting.” 

All of the firm’s service work is 
handled by Mr. Billingsley, his part- 
ner, Ed S. Duddy, or by Mr. Billings- 
ley’s son, Charles. These three com- 
prise the “inside” sales-service staff of 
the firm. It is an excellent arrange- 
ment since each of the three knows the 
methods used by the others and can 
take over a repair or sales job at any 
time. The firm has two outside sales- 
men who handle no service work what- 
ever, but who contribute many leads 
and prospects for it. 


Trade-Ins Are Liked 


“There is another way in which we 
make small appliances bring in more 
profit to the business,” Mr. Billings- 
ley says. “We find that our customers 
who like to keep their minor appliances 
in good working condition usually are 
thrift-minded and frequently are glad 
to discuss the possibility of a trade-in 
when they are unable or unwilling to 
buy a new appliance. So we do a 
pretty big trade-in business. We re- 
condition these trade-ins and sell them 
from the store floor.” 

Mr. Billingsley feels that too much 
care and attention cannot be given to 
the repair of electric housewares. 
Large equipment costs more to repair, 
of course, and first class performance 
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is expected of it when repairs are 
made. However, he feels, that just as 
much time and effort should go into 
repairing smaller equipment. 

“Still another factor in handling 
small appliances is that you gradually 
build up confidence in your customer 
with them,” Mr. Billingsley declares. 
“By selling an electric iron, for ex- 
ample, which does a good job and 
performs as you claim it will, the cus- 
tomer comes back when he needs some- 
thing else—say a fan or toaster. If he 
is perfectly satisfied with the minor 
things he buys from you, then he buys 
from you with confidence when he 
needs larger appliances. One appliance 
always leads to another if you keep 
your customers on the books.” 

To keep his customers, Mr. Billings- 
ley keeps a complete record file of pur- 
chases and services, which is con- 
stantly worked over to maintairf con- 
tacts. As an aid to selling, the firm also 
keeps a survey card file, showing possi- 
ble future needs of customers in the 
appliance line. It has proven to be an 
excellent prospect list. 

While specializing on smaller re- 
pairs, the Billingsley-Duddy firm does 
not pass up work on larger equipment 
by any means. Their service covers re- 
pair work on refrigerators, ranges, 
water heaters, disposal units, dishwash- 
ers and almost every other product 
which is manufactured by General 
Electric. 

“In the larger field, we’ve made it 
a point to go after the kind of service 
work that many dealers and service 
men try to dodge,” says Mr. Billings- 
ley. “This includes the ‘tough’ work 
on dishwashers and disposal units. In 
fact, we sort of specialize on this kind 
of work and get quite a bit of it from 
other dealers who are not equipped to 
handle it. Such work is one of our big 
items of profit.” End 

















“IN THIS DAY AND AGE YOU HAVE TO KEEP UP WITH MODERN TRENDS TO MEET 
COMPETITION.” 
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“World's Finest” 


Farm & Home Freezers 





Busiest salesmakers in 1949 were BEN-HUR Dealers! And they helped 
make BEN-HUR one of the hardest-working freezer manufacturers in 
the nation. 


One reason, of course, is the BEN-HUR Freezer line itself. A new line, 
rich in new color beauty, new design, new performance features that 
struck an appealing chord in the mind of homemakers . . . a line of 
freezers rich in the kind of quality and value that makes selling easy — 
and satisfaction a sure thing. 


YOU can depend on it, Mr. Dealer. The 1950 BEN-HUR line of Farm 
and Home Freezers will be like that, too. More of everything that’s 
better — for easier selling. A ticket to freezer sales success — at a profit 
— that’s what the BEN-HUR Line can promise you in 1950. 


Check the BEN-HUR Dealer Franchise NOW — as your 
FIRST NEW YEAR'S RESOLUTION! 





S “ Guaranteed by ws 
Good Housekeeping 








BEN-HUR 


12.5 cubic foot Model 2129 with 
BEN-HUR BLUE Trim. Others — 
9.2 and 18.45 cubic foot sizes. 


DEPT. EM, 634 E. KEEFE AVENUE 
BEN-HUR MF e C @ MILWAUKEE 12, WISCONSIN 
UEM- | == FARM and | HOME FREEZERS 


HEALTHFUL LIVING THROUGH 




















FROZEN FOODS 
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money orders 


Getting new customers into your store is most 
of the battle! Once in, they buy and buy! You 
can bring them in, regularly, by letting the 
neighborhood know that you handle AMERI- 
CAN EXPRESS MONEY ORDERS. 

Hundreds of people in your neighborhood 
want the convenience of AMERICAN EX- 
PRESS MONEY ORDERS. By offering this 
service you can bring them in again and again. 
While they are there, seeing makes them buy. 
Surveys prove that three out of four customers 
buy additional items on sight! 

Begin boosting sales now with a sub-agency 
for AMERICAN EXPRESS MONEY 
ORDERS! For particulars, write or phone the 


office shown below. 


AMERICAN EXPRESS 


Money Orders 


F. A. Fassig, Mgr., Money Order Dept. 
65 Broadway, New York 6, N. Y. 
Whitehall 4-2000 





Manufacturers’ Sales, 
Appliances and Radio 


FREEZERS, HOME & FARM 
(NEMA Member Sales, Not Industry) 


5... Sssc a wean 
Sept. 1948 
9 Mos. 1949 
9 Mos. 1948 


% Change versus 1948: 


Sept. 1949 
9 Mos. 1949 


HEATERS, CONVECTOR & 
(NEMA Member Sales, Not 
Sept. 1949... 

Sept. 1948 

9 Mos. 1949 

9 Mos. 1948 


% Change versus 1948: 
Sept. 1949 
9 Mos. 1949 


HEATING PADS 

(NEMA Member Sales, Not 
Sept. 1949 

Sept. 1948 

9 Mos. 1949 

9 Mos. 1948. . 


% Change versus 1948: 


Sept. 1949 
9 Mos. 1949 


HOTPLATE & STOVES 
(NEMA Member Sales, Not 
Sept. 1949 

Sept. 1948. 

9 Mos. 1949 

9 Mos. 1948 


% Change versus 1948: 


Saar 
9 Mos. 1949 


IRONERS 


31,194 
45,733 
245,530 
363,132 


—31.79% 
—32.39% 


RADIANT 
Industry) 


129,706 

79,747 
242,969 
460,635 


+ 62.65% 
—47.25% 


Industry) 


75,613 
82,077 
267,971 
364,496 


— 7.88% 
—26.48% 


Industry) 


37,332 
38,443 
223,285 
296,686 


— 2.89% 
—24.74% 


(Industry Estimate by American 


Home Laundry Mfrs. Assn. 
NS ns ors aaa 
Sept. 1948....... 

9 Mos. 1949.... 

9 Mos. 1948 


% Change versus 1948: 


Sept. 1949 dkeheala 
9 Mos. 1949 


IRONS 


) 


27,700 
37,308 
216,900 
369,759 


—25.75% 
—41.34% 


(NEMA Member Sales, Not Industry) 


Sept. 1949.... 
Sept. 1948... 
9 Mos. 1949........ , 
PR cai cress cnes 


% Change versus 1948: 


Oc . asee 
9 Mos. 1949. . 


RADIO RECEIVERS, ALL 
INCLUDING TELEVISION 


(Radio Manufacturers’ Ass 


Sept. 1949..... 
Sept. 1948.... 
9 Mos. 1949 
9 Mos. 1948 


% Change versus 1948: 
Sept. 1949... 
9 Mos. 1949 
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432,826 
544,327 
2,861,250 
3,394,795 


—20.49% 
—15.72% 


TYPES, 


n.) 


757,000 
1,280,446 
6,382,368 


TELEVISION RECEIVERS 
(Radio Manufacturers’ Assn.) 


Sept. 1949 ae 224,532 
Sept. 1948 . a 88,195 
9 Mos. 1949 ' 1,402,820 
9 Mos. 1948..... fe 488,133 
% Change versus 1948: 

Sept. 1949. 2... $154.59% 
9 Mos. 1949 .. +187.39% 


FM-AM and FM RECEIVERS 
(Radio Manufacturers’ Assn.) 


Sept. 1949. 70,936 
Sept. 1948... 171,753 
9 Mos. 1949 583,339 
9 Mos. 1948 1,052,933 
% Change versus 1948: 

Sept. 1949. —58,70% 
9 Mos. 1949 .. —44 60” 


AM RECEIVERS 


(including Automobile & Battery 
Receivers—Radio Mfrs.’ Assn.) 


ch ameanta’a 461,532 
eens 1,020,498 
9 Mos. 1949 coc eeee 4,396,189 
2 Snes 9,103,234 
% Change versus 1948: 

IIS 2 5 Vag ns) Siaresh Ss —54.77% 
9 Mos. 1949 2. —SUN% 
RANGES 

(NEMA Member Sales, Not Industry) 
NE 5 5s did wn iach acs 93,045 
Sept. 1948..... oes 131,337 
9 Mos. 1949. . 692,960 
9 Mos. 1948... ...... 1,006,465 
% Change versus 1948: 

Sept. 1949...... woe ee. 29.16% 
9 Mos. 1949...... .. 31.15% 
REFRIGERATORS 

(NEMA Member Sales, Not Industry) 
Sept. 1949...... 326,149 
Sept. 1948..... . 358,524 
9 Mos. 1949. 3,083,951 
9 Mos. 1948.... ...... 3,040,576 
% Change versus 1948: 

Sept. 1949....... ... 9.03% 
9 Mos. 1949 ; som 1.43% 
ROASTERS 

(NEMA Member Sales, Not Industry) 
See ae 41,285 
od oc’ a.diatios 55,105 
a 202,634 
MR II sc 5055 adi 9S ten 436,419 
% Change versus 1948: 

Sept. 1949. aga —25.08% 
GI PE as oak dewcas —53.57% 
TOASTERS 

(NEMA Member Sales, Not Industry) 
SS er 318,725 
err 321,844 
PE, TIES 555. 5:e a-s.09 sewed eels 2,196,490 
a 2,596,729 
% Change versus 1948: 

SU cos n wcksscncncs — M% 
ies cieev scans —15.41% 
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VACUUM CLEANERS 


(Industry Estimate by Vacuum) 
Cleaner Mfrs. Assn.) 


ee 247,036 
MI alii re sie Ss peters 276,137 
9 Mos. 1949. 2,091,658 
9 Mos. 1948. 2,546,269 
% Change versus 1948: 

ES i hsaieciccwecns —11.80% 
9 Mos. 1949... —17.85% 


WAFFLE IRONS 
(NEMA Member Sales, Not Industry) 


Sept. 1949 see Seiira eae 82,352 
Sept. 1948.. 133,063 
9 Mos. 1949. 406,665 
9 Mos. 1948 1,047,824 


% Change versus 1948: 


Sept. 1949.. veccee —=3BB.11% 
9 Mos. 1949 —61.19% 


WASHING MACHINES, STANDARD | 


Electric & Gas Engine 
(Industry Estimate by American 
Home Laundry Mfrs. Assn.) 


Sept. 1949....... 357,281 | 
Sept. 1948....... 433,919 | 
9 Mos. 1949..... .. 2,163,070 
9 Mos. 1948.... 3,431,783 
% Change versus 1948: 

Sept. 1949 —17.66% 
9 Mos. 1949 —36.97% 


WATER HEATERS, STCRAGE TYPE 


(NEMA Member Sales, Not Industry) 


Sept. 1949 . Seaee 
Sept. 1948 .... 70,898 
9 Mos. 1949. .... 384,853 
9 Mos. 1948 .... 564,386 
% Change versus 1948: 

Sept. 1949 . —27.86% 
9 Mos. 1949 —31.81% 


Three New York Dealer Groups 
To Cooperatively Market TV Sets 


Price cutting, distributor domination 
given as explanation for their action 


The success of a cooperative mar- 
keting venture undertaken earlier 
this year by one group of New York 
retailers has moved two other asso- 
ciations in the city to study similar 
plans. 

The successful originator of the 
movement is the Queens Elec- 
tric Appliance Merchants Assn. 
(QEAMA), which is now marketing 
a line of TV sets under its own pri- 
vate brand. Those considering fol- 
lowing suit are the Cooperating Ap- 
pliance Dealers Assn. of Brooklyn 
(CADA) and the Bronx Appliance 
Dealers Assn. (BRADA). 

Two Systems. Although - still 
studying the problem, the Bronx 
group will probably follow closely 
the pattern initiated by QEAMA in 
contracting with manufacturers to 
produce TV sets to be marketed 
under the association’s own name. 
The Brooklyn group, meanwhile, is 
making arrangements to market a 
single set bearing a reputable manu- 
facturer’s name, but distinctive from 
other models in his line. 

The cooperative aspects of the 
QEAMA set-up are not limited to 
marketing a private TV line. The 
organization is now capitalized at 
one million dollars and its members 
are each month sharing extra profits 
from its operations. In addition to 
its own TV line, the organization 
does some additional group buying 
—of appliances as well as branded 
television. 

Other Services. Nor do QEAMA's 
services stop with its buying func- 
tions. The organization installs and 
services television sets; members 
claim a sizable reduction in installa- 
tion costs under this system. In 
addition, the group maintains a 
clearing house for moving excess in- 
ventories of discontinued models. It 
provides a pooled trucking service 
as well as a cooperative radio and 
appliance repair set-up. The group is 
currently attempting to arrange for 
health and accident insurance for 


members at lower rates than they 
could obtain individually. Also pro- 
vided are furniture refinishing and 
window trimming services. 

Why Bother? The obvious ex- 
planation for the rise of these co- 
operative groups is the turbulent 
New York TV market and all the 
merchandising woes it embraces. 
The dealer groups can obtain com- 
petitively priced sets for their mem- 
bers, giving them an answer to 
price-cutting on national brands. 
The groups police their own lines 
and are consequently not harassed 
by price-cuts on these sets. 

In addition, some members attrib- 
ute the growth of the movement to 
distributor domination of inde- 
pendent appliance retailers. Tie-in 
sales and unfair allocation of scarce 
merchandise have been two distribu- 
tor practices which have led retailers 
to cooperation among themselves. 


Cosgrove Resigns Avco Post; 
Will Represent Firm in RMA 


R. C. Cosgrove, president of the 
Radio Manufacturers’ Association, 
resigned his position as executive vice- 
president of Avco Corp. in late Octo- 
ber. He remains as a member of the 
board of directors and in a consulting 
capacity to management. He will also 
continue to represent the Crosley di- 
vision of Avco in the RMA. 

Mr. Cosgrove joined Crosley Corp. 
in 1940 and remained with the firm 
when it became associated with Avco. 
In June 1948 he was elected executive 
vice-president and became group exec- 
utive of the Crosley, American Central 
and New Idea divisions. His duties 
were subsequently broadened to cover 
supervision of all Avco divisions en- 
gaged in manufacturing operations. 
The office he held has been discon- 
tinued and persons formerly reporting 
to him will now report directly to Vic- 
tor Emanuel, president of Avco. 
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‘ REFUND 7 


$" Guaranteed by © 
Good Housekeeping 


SHIRLEY HAS EARNED 
THE GOOD HOUSEKEEPING GUARANTY SEAL 


All your customers know the Good Housekeeping Guaranty 
Seal. And they know it is awarded only to products that the 
Good Housekeeping laboratories find live up to the claims 
made for them. This important Guaranty Seal goes to work 
for you now on all Shirley Sinks and Cabinets. It’s advertised 
in Good Housekeeping, Better Homes & Gardens and the Farm 
Journal .. 


. and it'll help you sell more Shirley Kitchens! Tie 


in with Shirley now. Write for full details today. 


SHIRLEY CORPORATION - INDIANAPOLIS 2, INDIANA 


‘The value tine” 
IN 
NHERERY sreet v'trenens 
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peu Established SERVICE 
TO OIL BURNING 
APPLIANCE DEALERS 









































OIL- CONTROL 
SERVICE STATIONS 


NATION WIDE 


@ FACTORY-TRAINED STAFF 
@ COMPLETELY FACTORY-EQUIPPED 


@ FULLY STOCKED WITH CONTROLS 
AND PARTS 


@ TRAINED FOR FAST, DEPENDABLE, 
ACCURATE SERVICE ON ALL A-P CONTROLS 


Let these factory-trained technicians take over your repairing, recali- 
brating, adjusting of all the A-P controls used on the oil burning appli- 
ances you sell: vaporizing oil burning space heaters, water heaters, floor 
furnaces, furnaces, ranges and others. 

A great contribution to oil heating satisfaction, these A-P established 
Authorized Service Stations will speed up your service, help you cut 
down maintenance costs, provide you with an extra sales advantage 
on all appliances omienel with A-P Dependable Oil Controls. 

For prompt “‘factory-trained”’ service, get in touch with the A-P Service 
Station nearest you. 


These Stations are established and staffed for your benefit. 


Use them to help you to assured satisfaction in oil heating. 





CALIFORNIA 

Geo. T. Hall Co. 

5625 W. Washington Bivd 
Los Angeles 

COLORADO 

Instrument Service Co. 

833 Champa St., Denver 
CONNECTICUT 

Bell Pump Service Co. 

44 New Britain Ave., Hartford 
Bell Pump Service Co. 

750 Congress Ave., New Haven 
ILLINOIS 

OK Oil Burner Supply Co. 
446-448 N. Western Ave. 
Chicago 

Oil Heat Ports Service 


MICHIGAN 

Krieg Brothers 

7824 Charlevoix Ave. 
Detroit 

MINNESOTA 

Circulating Oil Heater 
Service, 1101 S. Sth Street 
Minneapolis 

Circulating Oil Heater 
Service, 8th & Broodway 
St. Paul 

MISSOURI 

A. G. Braver Supply Co. 
2100 Washington Bivd. 
St. Louis 

NEW JERSEY 

Certified Fuel Unit Service 


OHIO 

Ace Heating Service 
1218-20 Race Street 
Cincinnati 

Ohio Pump Service Co. 
7904 Lorain Ave., Cleveland 
OREGON 

Industrial Control Co. 
1412 E. Burnside, Portland 
PENNSYLVANIA 

Carroll & Martindale 

727 Myrtle Street, Erie 
Certified Fuel Unit Service 
3412 W. Allegheny Street 
Philadelphia 
RHODE ISLAND 

Rhode Island Fuel Pump 
Service, 847 N. Main St. 


608 Lafayette Ave., Rockford 600 Spring St., Elizabeth 


INDIANA Universal Engineering Co. Providence 

Gary Steel Products Co. 344 Wagaraw Road VIRGINIA 

1044 Washington St., Gary Hawthorne R. E. Michel Company 
Lee's Heating Service NEW YORK 514 S. Pine St., Richmond 


3739 Sutherland Ave., 
Indianapolis 
1OWA 


Certified Fuel Unit Service 
1018 Central Ave., Albany 
Frontier Oil Refining Corp. 
367 Northampton Street 
Buffalo 

Rochester Oil Burner Pump 
& Control Service 

204 Clinton Ave., North 
Rochester 4 
NORTH CAROLINA 

Alley & Rader Services 
1066 Webb Ave., Burlington 


WASHINGTON 

Seattle Pump Service Co. 
817 Republican, Seattle 
Spokane Washer Co. 

203 W. Main St., Spokane 
WISCONSIN 

Automatic Products Co. 
2450 N. 32nd St., Milwaukee 
CANADA 

Michaud & Fils Limited 
4146 St. Denis 

Montreal 14, Quebec 


AUTOMATIC PRODUCS COMPANY 


2400 NORTH THIRTY-SECOND STREET © MILWAUKEE 10, WISCONSIN 


DEPENDABLE 04 Coutts 


STANDARD EQUIPMENT ON LEADING OIL BURNING APPLIANCES 


lowe Electric Motor Service 
725 Tuttle $t., Des Moines 
MARYLAND 

R. E. Michel Company 
1011-17 Greenmount Ave. 
Baltimore 
MASSACHUSETTS 

Bell Pump Service Co. 
888 Main St., Springfield 
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Appliances In the Magazines 


WOMAN’S SERVICE GROUP 


Ladies’ Home Journal 


“Small House, Small Kitchen”’— 
by Gladys Taber—December Journal 
—shows how a small, old-fashioned 
kitchen was converted into a modern, 
compact U-shaped unit. 


Good Housekeeping 


“How to Make Good Coffee,” by 
Mrs. Helen W. Kendall—December 
Good Housekeeping features coffee 
making the automatic way. 

“Susan Makes Nut Cake,” “Cook’s 
Heaven” and “Who’s Who Cooks”— 
fractional features in the December 
issue, all feature the electric mixer. 

“Gifts That Keep On Giving”’—by 
Lee Chapman—shows many electrical 
items and in addition the text pro- 
motes the idea of giving such hand- 
some but sensible gifts as an automatic 
washer, refrigerator and other major 
appliances. 

“Using Your Sewing Machine”— 
by Pamela Anderson—illustrates the 
many uses to which an electric sewing 
machine can be put. 


Woman's Home Companion 


“That Bandbox Look”—by Betty 
Genger—December Companion, con- 
tains tips on how to buy blouses and 
how to take care of them. 

“171 Gifts’—same issue—a wide 
assortment of electrical appliances suit- 
able for Christmas gifts. 


McCall's 


“A Good Cook Planned This 
Kitchen”—By Mary Davis Gillies— 
December, McCall’s—shows the kitch- 
en planned by Janette Kelley of Min- 
neapolis, a famous home economist. 
“This Is How I Keep House”’—by 
Elizabeth S. Herbert—has as its cen- 
tral figure movie director William A. 
Wellman. 


Parents’ 
“Christmas Without Calamity”— 
Parents’, December—points up the 


need for periodic checking over all 
wiring equipment, and Christmas tree 
lights and cord sets in particular. 

“To Help You Enjoy the Holidays” 
—same issue—a picture story of some 
electrical housewares that make very 
acceptable gifts. 

“Light Up for Christmas”—a Christ- 
mas lighting story. 


HOME SERVICE GROUP 
American Home 


“If You Plan Wisely’—by Edith 
Ramsay—November, American Home 
—how spending is sometimes saving in 
an article on kitchen and laundry plan- 
ning. 

“Keep the Mixer Above Board”— 
by Rosalie A. Voigt and Jane 
McNamara—same issue—a mixer use 
and storage story. 

“The Light Touch is Important”— 
by Gertrude B. Dixson—a variety of 
lamps now available for various uses 
in the home. 

“Caps, Taps, and Splices”’—by Juel 
F., Alstad—December, American Home 
—an article on cord repairing, and 
how to replace plugs. 


House Beautiful 


House Beautiful’s _ Pace-Setter 
House for 1949 is featured in the 
November issue—13 pages are devoted 


DECEMBER, 


to a completely automatic laundry and 
a completely automatic kitchen. 
“Take It Easy Lady!”—by Char- 
lotte Conway—same issue—lists some 
of the advantages to be derived from 
automatic labor-saving equipment 


True Story 


“Dishwashing Is a Family Affair” 
—December, True Story—Mrs. Myra 
Wahlberg reports to Helen Budd on 
the time saving features enjoyed wit! 
an automatic dishwasher. 


Family Circle 


“Rainbow Kitchen”—by Jessie Bak- 
ker and Gladys Miller—November, 
Family Circle—describes a kitchen unit 
which is part of an 8-in-one room de- 
signed as one solution to the small- 
home problem. 

“I’m Thankful for My Automatic 
Ironer”—by Jessie Bakker—same issue 
—a doctor’s wife does the laundry for 
three small girls as well as her hus- 
band’s office linens and nurses uni- 
forms with the aid of an ironer. 

“Why Date Your Frozen-Food 
Packages?” by Ethel Hall—a freezer 
use story. 


Household 


Washers and dryers are covered in 
Elizabeth’s Shaffer’s review of appli- 
ances in the November issue of House- 
hold Magazine. 


FARM GROUP 
Country Gentleman 


“More Than A Kitchen”—by Mar- 
garet Schnug—December, Country 
Gentleman—4-color spread showing a 
completely remodelled farm kitchen 
including a clothes washer, ironer, 
range and refrigerator. 


Successful Farming 


“Yes, We Don’t Like to Do Dishes” 
—by Richard W. Hufnagle and Wil- 
liam Ward—November, Successful 
Farming—reactions given by a panel 
of farm women from New York to 
Nebraska on the unpopular tasks of 
dishwashing and garbage removal. 


HOME ECONOMICS GROUP 


What's New In Home Economics 


The Household Equipment Section, 
—edited by Amber C. Ludwig—for 
November, features water heaters, 
kitchen sinks and soapless detergents 
in the following articles: “Water 
Heaters—tailored to type of water 
through research,” “Kitchen Sinks— 
Grow Up,” and “Soapless Detergents 
—Multiplied.” 


Practical Home Economics 


“Household Equipment Survey’— 
by Margaret Seberger—November, 
Practical Home Economics—an inves- 
tigation of equipment used in a lecal 
community with suggestions for use 
of findings in building more effective 
school curriculum. 

“Clothes Dryers’—by Lois Cook— 
same issue——a review of automatic 
clothes dryers. 

“Kitcheneering in  Hawaii’—by 
Helen Shular—reports on activities of 
Erma Meeks, director of home serv- 
ice, Hawaian Electric Co. 
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Florida Firm Stages 
Record Fall Showing 


One of the largest appliance dis- 
plays ever assembled in central 
Florida was shown to dealers in 
mid-October when the Florida Ra- 
dio and Appliance Corp., staged a 
fall merchandising festival in the 
San Juan Hotel in Orlando. 

According to George B. Gray, 
vice-president and general manager 
of the firm, the exhibit was arranged 


with the major purpose of showing : 


dealers the fine points of displaying 
and selling merchandise. The fes- 
tival opened October 12 and con- 
tinued for eight days. 

“All of our endeavors were di- 
rected toward presenting concrete 
examples of modern merchandising 
under present day conditions and 
promotions,” said Mr. Gray. “We 
believe we did the dealers in central 
Florida a great deal of good during 
the exhibit.-~ However, the selling 
angle proved interesting, too. The 
complete display was a sell-out and 
none of the samples were returned 
to our warehouses but went directly 
into dealers’ stores, where we helped 
them set up various products 1 nder 
favorable display circumstances.’ 


Vapor Generator Scores 
Hit in South Bend Test 


The first organized marketing test 


of the Sterile-Aire vapor generator 


which employs triethylene glycol to 
kill airborne germs was concluded at 
South Bend in mid-October with re- 
sults beyond anticipation, according 
to company officials. 

The backbone of the dealership 
organization in the test campaign 
was made up of appliance dealers, 
according to Berne J. Ellis, sales di- 
rector of the Chemical Air Purifi- 
cation Corp., manufacturers of the 
device which is priced at $39.75. 

The firm’s plan of operation calls 
for market operations similar to 
those at South Bend to be applied 


to Grand Rapids, Fort Wayne, In- 
dianapolis, Decatur or Bloomington, 
Rockford, Madison and Milwaukee 
before introduction in Chicago. This 
phase of operations may extend into 
January. Other markets would be 
covered rather rapidly after that 
time, Mr. Ellis said. 

Upon completion of the South 
Bend tests Mr. Ellis admitted that 
“a month ago we were exploring in 
the dark with a little-known new 
product of science with a com- 
pletely hypothetical market poten- 
tial. 

“Today,” he continued, “we have 
the facts before us. We know that 
the infant industry has taken in the 
breath of life and is kicking and 
squalling. We have a definite market 
stretching out in front of us, invit- 
ing us to walk in and take over.” 

The firm maintains that the Ster- 
ile-Aire unit can cause a substantial 
kill of the airborne micro-organisms 
that cause most of the seasonal ill- 
health of fall, winter and spring. 





HARVEY A. KEYS 


H. A. Keys, Northern State 
Power Official, Retires 


Harvey A. Keys, manager of pro- 
motional sales for the Northern 
States Power Co., Minneapolis, re- 
tired October 15 after 41 years in 
utility sales. He had once been vice- 
president and general manager of 
Equitable Sales Co., Pittsburgh. 


Inspect Firm’s First Electric Range 











PERFECTION STOVE CO. executives listen to the reaction of home service direc- 
tor Mary Ryan as they inspect the firm’s new electric range—first in the company’s 
61-year history. Left to right are L. Bushfield, sales manager of the range and heater 
division; Marc Resek, vice-president in charge of engineering and W. H. Nichols, 
Cleveland district salesman. 
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Yes, it is for you the buyer of 
housewares and home appliances 
that the nation’s leading manufac- 
turers have planned this show, to 
save you both time and expense in 
shopping these huge industries. 

More than 500 of these manufac- 
turers will be on hand at the Janu- 
ary 1950 National Housewares and 
Home Appliance Exhibit. They 
know it’s the easiest and most ef- 
fective way to reach. the country’s 
most important buyers. The top 
executives of these companies will 
be on hand to show you their new- 
est merchandise . . . to tell you 
their future plans regarding pol- 
icy, price and delivery. 

It’s your show all the way—the 
exhibit you can’t afford to miss. 


HOUSEWARES and 
HOME APPLIANCE 
MANUFACTURERS 

EXHIBIT 


JANUARY 19-26, 1950 


(Thursday thru Thursday) 


Exhibit will not be open Sunday, Jan. 22 


Wavy Pier, Chicago 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


(Incorporated not-for-profit) 


1140 MERCHANDISE MART, CHICAGO 54, ILL. 
Phone: DElaware 7-8585 
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NEW BOOKLET 
for appliance 
manufacturers! 





Shows how G-E lamps 
can give your product 
new beauty, safety 


T’S hot off the press—a brand new booklet full of ideas that 

can help to put your product a jump ahead of competition! 

. Shows dozens of new ways to add extra appeal, convenience and 

safety with the appliance industry's newest sales-getters—built-in 
General Electric large and small lamps! 

This booklet will open your eyes to hundreds of possibilities 
that these lamps offer. It tells how to get the 
right lamp for your particular job—offers 
you the benefit of expert advice that assures 
trouble-free service and maximum savings in 





production costs. 


MINIATURE 
LAMPS 


YOU'LL WANT THIS BOOKLET Now. For your free 
copy, write to General Electric, Div. 166-EM12, 
Nela Park, Cleveland 12, Ohio. 











You can put your confidence in— 


GENERAL @@ ELECTRIC 
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NEW POSITIONS 





Wilcox-Gay Corp. 





CHESTER WILCOX 





DR. EMIL E. MAYER- 


Chester Wilcox, founder of the 
Wilcox-Gay Corp. has resigned his 
positions as president and treasurer 
of the firm because of ill health. 
Dr. Emil E. Mayer, well known in- 
dustrialist and consulting engineer, 
will succeed Mr. Wilcox. Dr. Mayer 
was at one time vice-president of the 
German General Electric of Europe 
and president of Telefunken Co. 
Fred D. Gearhart has been named 
chairman of the board of directors. 
Mr. Wilcox remains as a member of 
the board as well as consultant to 
the new management. 


Coolerator Co. 





WILLIAM A. COSTELLO 


William A. Costello has _ been 
named sales promotion manager for 
the Coolerator Co., and as such will 
devote the major portion of his time 
to the creation, testing and applica- 
tion of special dealer promotion 
activities. He was formerly with 
General Outdoor Advertising, Gen- 
eral Mills and Barron Collier. 
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Victor Products Corp. 





E. N. GUILD 





HOWARD R. ROBERTS 


E. N. Guild has been appointed 
general sales manager for Victor 
Products Corp. and will have head- 
quarters at. Hagerstown, Md. Mr. 
Guild has been in the refrigeration 
and appliance industry since 1927. 
He was most recently refrigeration 
specialties manager for the Norge 
division of Borg-Warner Corp. 

Howard R. Roberts has been 
made sales manager of Victor's 
national-users division. He was 
formerly with Whiting Corp., where 
he directed activities of the refriger- 
ation division, and earlier with the 
Deepfreeze Div., Motor Products 
Corp. 


Swartzbaugh Mfg. Co. 





RICHARD R. FOWLER 


Richard R. Fowler has been ap- 
pointed sales promotion manager 
for the Swartzbaugh Mfg. Co., 
manufacturers of Everhot electrical 
appliances and Ideal food conveyors. 
He was formerly with the Owens- 
Illinois Glass Co. and Procter and 
Gamble. 
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Bendix Home Appliances, Inc. 


Lightolier, Inc. 





MELVIN H. GOODRODE 


Melvin H. Goodrode has been ap- 
pointed director of advertising and 
sales promotion for Bendix Home 
Appliances, Inc. He was formerly 
with J. Walter Thompson in Chi- 
cago and prior to that directed pro- 
motional activities for 220 Sears 


Roebuck stores. 


A. J. Lindemann & 
Hoverson Co. 





H. R. SINGLETON 


H. R. Singleton, formerly sales 
manager of the electric division of 
\. J. Lindemann & Hoverson Co.. 
has been named general sales man- 
ager of the firm. 


Stewart-Warner Corp. 





ERLING G. FOSSUM 


Erling G. Fossum has been ap- 
pointed manager of Stewart-Warner 
electric, radio and television division 
of the Stewart-Warner Corp. His 
appointment fills a vacancy created 
by the resignation of Samuel Insull, 
Ir. In his new position Mr. Fossum 
will be responsible for all phases of 
engineering, production and market- 
ing of radio, television and other 
electronic products. He has been 
with the firm for 26 years, most 
recenfty as assistant to the president. 


E. H. R. BLITZER 





MEYER LOEBELSON 


Edward H. R. Blitzer has been 
made assistant to the president and 
Meyer Loebelson has been ap- 
pointed general sales and advertis- 
ing manager of Lightolier, Inc. Mr. 
Blitzer was formerly sales manager 
of the organization while Mr. 
Loebelson has been advertising 
manager since 1945 


Mitchell Mfg. Co. 





E. A. TRACEY 


EK. A. Tracey has been appointed 
vice-president and general manager 
of the air conditioning division of 
the Mitchell Mig. Co. He was for- 
merly with Matestic Radio & Tele- 
vision Corp. and Zenith Radio Corp. 


Norge Division 
Borg-Warner Corp. 


Harry L. Spencer has been ap- 
pointed vice-president in charge of 
manufacturing and engineering for 
Norge division, Borg-Warner Corp. 
He was first employed by Norge in 
1926; in 1943 he jdéined Bendix 
Home Appliances, Inc., where he 
was vice-president in charge of 
manufacturing. He rejoined Norge 
in 1948. 
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You are cordially invited to see 


The “WORLD'S FINEST KITCHENS’ J 


al “ 
ROOM 1188 | 


iS 
MER CHANDISE MART 
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The efficient U-shape kitchen with breakfast bar, 
showing the smooth, crevice-free Kustomized Top, 66” 
double-bowl sink cabinet, wall and floor cabinets in steel, 
finished in Dupont Dulus 


lndle leo $0b— 


Kustomized Tops now in choice of two 
colors—Jaspe gray or Black. Will fit any 
kitchen and color combination. 






Straight-wall Kitchen-Kraft 
kitchen with steel core linoleum fin- 
ished top, stainless steel back riser, 
54” single-bowl sink cabinet for 
“package kitchens.” 


A kitchen line that offers such outstand- 

ing features as roller drawers, Dupont 
Dulux finish, and the Good Housekeeping 
Seal of approval. 





One of the most complete lines of steel 
kitchens—for “package” or “custom- 
built” customers. 


Important innovations in the kitchen in- 
dustry that will help you corner your 
share of the rich retail kitchen business. 





Popular L-shape kitchen with 
the Kustomized Top now available in 
Black or Gray. These functional de- 
sign tops put custom-type kitchens 
on a merchandising basis for creater 
dealer profits. 


See us at the Merchandise Mart, or scribble 
us a note, and we'll send you complete details 
on how you can cash in on Kitchen-Kraft sales. 


Come see these three complete 
kitchens at the January Market 


MIDWEST MFG. COMPANY 


GALESBURG, ILLINOIS 
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TELEVISION SELLS 
Alliance Tenna-Rotor 


Kight in he Home / 


‘Son, there's the answer! 
clearer pictures... 


...more stations 
ALLIANCE TENNA-ROTOR!”} 
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4,500,000 Viewers 
Around 40 TV Stations 
See TENNA-ROTOR in Action— Each week! 


Every TV set owner wants more distance—less interference—clearer 
pictures! Alliance Tenna-Rotor means faster antenna installations — 
fewer call-backs—happier customers! Guaranteed for one year! 


ALLIANCE MANUFACTURING COMPANY -« Alliance, Ohic 


Export Department: 401 Broadway, New York, N. Y., U.S. A. 
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Dealers are doing 


BIG THINGS 


with this 


LITTLE WASHER 
Taylor Junior 


SALE PRICE PROMOTION 
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USUAL PRICE COMPLETE WITH WRINGER ’ 
Taylor Jr $39.95 4 
Wringer 10.00 ‘ 
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$49.95 Sales records and satisfied users tell 





us nationally-advertised Taylor Jr. 
FREE is the best portable electric washer 
A Complete Kit 


on the market . . . so you'll just 
of Promotion Aids 


naturally clean up when you sell 
Newspaper mats it at a real savings of $10.00 to 
Radio commercials 
Window streamers 
Display blowups 

Consumer booklets 
Selling Suggestions 


your customers—WITH YOUR REGU- 
LAR PROFIT MARGIN! 


See Your Jobber Today... or write... 


gy THE TAYLOR CORPORATION, Alliance, Ohio 
[ee ee ee ee ee 
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NEW POSITIONS 





O. A. Sutton Corp. 


a 


AUSTIN RISING 


Promotion of two executives to the 
rank of vice-president has been an- 
nounced by the O. A. Sutton Corp. 
Austin Rising, general sales manager 
has been promoted to vice-president 
after four years service in various 
sales department capacities. Price R. 
Reid has been named vice-president 
and coordinator and will be responsible 
for production and control and the in- 
tegration of activities of all depart- 
ments, 


National Enameling & 
Stamping Co. ’ 


J. T. Ericksen has been appointed 
western district manager for the 
housewares and stove divisions of 
the National Enameling and Stamp- 
ing Co. He succeeds George M. 
Douma, who was recently made 
assistant sales manager of NESCO's 
electrical division. Mr. Ericksen 
will be succeeded as sales repre- 
sentative in the Los Angeles area by 
J. E. England, formerly in the San 
Francisco area. 


Maico Co. 





GEORGE M. JENSEN 


George M. Jensen has_ been 
elected vice-president in charge of 
sales for the Maico Co. Mr. Jensen 
was formerly northwest area zone 
manager for Nash-Kelvinator. 


Peerless Electric Co. 


A. F. Zissler has been elected vice- 
president and general manager of the 
Peerless Electric Co. He has repre- 
sented the firm in the Rochester, N. Y., 
area for the past 11 years. 


Wireway Corp. of America 


Ab Waxman has been named gen- 
eral manager of Wireway Corp. of 
America. The firm has purchased 
the entire property and assets of 
Wire Recording Corp. of America, 
with whom Mr. Waxman has been 
associated as advertising director. 
Production of portable wire record- 
ers and other commercial and home 
magnetic recording devices will be 
continued. 





Hoover Co. 


Three executives of the Hoover 
Co. have been promoted to new 
positions. Oscar M. Mansager, who 
has been with the company since 
1922, will be in charge of the sale of 
fractional horsepower motors in ad- 
dition to his current duties of han- 
dling sales of electric irons and 
special electric cleaners 

Joseph S. Hoover, formerly a 


member of the sales research depart- 
ment, has been made manager of 
dealer relations, duties formerly as- 
signed to Mr. Mansager. 

W. Wallace Powell, head of the 
company’s sales education depart- 
ment, has assumed additional duties 
in connection with sales research 
and in directing dealer demonstra- 
tion methods and displays. 





W. W. POWELL J. S$. HOOVER 0. M. MANSAGER 
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DISTRIBUTORS APPOINTED 











Du Mont Laboratories, Inc. 


A company-owned distributorship 
to serve Du Mont dealers in metro- 
politan New York, Westchester and 
Connecticut has been formed. The 
new firm will be known as the New 
York regional sales office of Allen 
B. Du Mont Laboratories, Inc. 

Other distributors recently ap- 
pointed by the firm include: 


General Utilities Corp., 647 West Virginia 
St., Milwaukee, Wis. 

G. W. Onthank Co., 10th & Davenport, 
Omaha, Neb. 

Henry O. Berman Co., 10 E. Lombard St., 
Baltimore, Md. 


Edwards-Harris Co., Atlanta, Ga. 


Estate Heatrola Div., 
Noma Electric Corp. 


The following distributors for the 
Estate Heatrola division, Noma 
Electric Corp., have been appointed. 
Edwards-Harris Co., Atlanta, Ga. 


World Radio & Appliance Co., 


Toledo, 
Ohio 


Lindemann & Hoverson Co. 


Two distributors have been ap- 
pointed by the Lindemann & Hover- 
son Co. 


Twin States Distributing Co., Charlotte, 
N. C. 

Buckeye Appliance & Sports Equipment 
Co., 21 Summit St., Toledo, Ohio 


Hoffman Radio Corp. 


Two Southwestern area distribu- 
tors for the Hoffman Radio Corp. 
have been appointed recently. 


Covington Distributing Co., Houston, Tex. 
Oklahoma-Hoffman Distributing Co., Tulsa, 
Okla. 


Norge Division 
Borg Warner Corp. 


The following distributors for 
Norge home appliances have been 
appointed: 

Allied Appliance Co., Boston, Mass. 
Washington Wholesalers, Inc., Washing- 
ton, D. C. 


John Meck Industries, Inc. 


The following distributors of 
products of John Meck Industries, 
Inc., have been appointed: 

B. H. Lippin, Inc., New York, N. Y. 
Toledo Television Corp., Toledo, Ohio 
Allied Supply Co., 359 W. Monument Ave., 

Dayton, Ohio 
Central Ohio Coin Machine Co., 525 S. 

High St., Columbus, Ohio. 


Crosley Division 
Avco Manufacturing Corp. 


Maumee Sales, Inc., Fort Wayne, 
Ind., a subsidiary of the Miami 
Valley Distributing Co., Dayton, 
Ohio, has been appointed a distribu- 
tor for products of the Crosley Div., 
Aveo Mfg. Corp. 


Bendix Radio 


Moe Brothers Milwaukee Co. 
1119 N. Water St., Milwaukee, Wis., 
has been made a distributor of Ben- 
dix radio and television. 
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Appliance Mfg. Co. 


The following distributors for 
Duchess washing machines have 
been -appointed by the Appliance 
Mfg. Co. 

Appliance Distributors, Inc., 33 Commer- 
cial St., Portland, Me. 
Electrical Wholesalers, Inc., 911 N. West 

St., Raleigh, N. C. 

Ideal Sales Co., 1522 Acushnet Ave., New 

Bedford, Mass. 

McWhorter, Weaver & Co., Nashville 3, 

Tenn. 

Tri-State Appliance Distributors, Inc., 

1015 State St., Erie 2, Pa. 

National Distributors, Inc., 1926 Calhoun 

St., Columbia, S. C. 

Signal Distributors, Inc., 265 Huntington 

Ave., Boston, 15, Mass. 


Kalamazoo Stove & Furnace Co. 


The Albert M. Solen Co., 1225 E. 
17th St., Denver 6, Colo., has been 
appointed district merchandiser for 
Kalamazoo appliances and heating 
equipment in Colorado, Wyoming 
and Utah. 


Knapp-Monarch Co. 


Elgee Electric Co., 418 N. High 
St., Columbus, Ohio, has been ap- 
pointed distributor for the Knapp- 
Monarch line of table appliances. 


Motorola, Inc. 


Rains Distributors, Inc., i1 W. 
North St., Buffalo, N. Y., will serve 
as distributor for Motorola tele- 
vision and radio in western New 
York and northern Pennsylvania. 


Hallicrafters Co. 


Three new distributors have been 
named to handle television receivers 
manufactured by Hallicrafters. 
World Radio & Appliance Co., Toledo, 

Ohio 
Dealers Wholesale Co., Kansas City, Mo 
Hall Wholesaler Co., Dallas, Texas 


Stewart Warner Corp. 


Radio-Television Supply Co., Inc., 
Los Angeles, has been appointed a 
distributor for Stewart Warner 
radio and TV sets. 


Automatic Controls Corp. 


Irving B. Shurack, Inc., 1133 
Broadway, New York City, has 
been appointed exclusive factory 
sales representative for the metro- 
politan New York area for the 
Automatic Controls Corp., manu- 
facturers of the “De-Frost Auto- 
matic” refrigerator defroster. 


Coroaire Heater Corp. 


Orley Detroit Co., Detroit, Mich., 
has been named distributor for the 
“Hot Boy” division of Coroaire 
Heater Corp. 


Bendix Home Appliances, Inc. 


Bryant & Trimble, Inc., Chatta- 
nooga, Tenn., has been named a dis- 
tributor for products of Bendix 
Home Appliances, Inc. 
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Distributors, dealers! Store owners, purchasing agents 
and architects all agree this is the finest, most efficient unit 


heater ever produced. Truly “the design of tomorrow?’ 
PALMER is equipped with automatic controls and em- 
bodies exclusive high performance features. Customers 
teceive “heating comfort plus” without so much as lifting 
a finger. 
Yes, with a PALMER suspended heater, ceiling space now 
pays dividends in trouble-free heating efficiency, appear- 
ance and economy. 
Dividend-wise, PALMER will pay you too and many-fold. 
Ordering a display stock now will soon prove it! There’s 
a perfect model and size for every heating need. 

Write for free literature today Dept. M-2. 


ALMER MANUFACTURING CORPORATION 


Perteltielatttasawe) aestcectlelthmnirlel sia. tlameelel (aa, 


PHOENIX, ARIZONA 

















Slingabouts SOLVE ALL OUR 


APPLIANCE HANDLING PROBLEMS” 


says Norman R. Axelband, Dynamic Electronics, Inc., New York, N. ¥. 


‘Our appliances are delivered faster, more easily 
and more safely because we use Slingabouts for all 


handling," states the assistant manager of this met- 

















ropolitan New York concern. 

Slingabouts are safer for your appliances, too. 
Rugged canvas jackets, thick padding and soft flannel 
linings protect finishes and delicate parts from shocks, 
scratches. Slingabouts mean faster handling—slip 
one on and fasten it in seconds. Appliances are easier 
to handle with Slingabouts. Strong sling aids carry- 
ing on and off trucks, through narrow spaces. Slinga- 
bouts fit major makes of appliances. 


Ask about Wrapabouts for TV sets. 


WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 


Send Slingabout prices for model + 


OP eee 
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WHY 42345) FLUORESCENT LIGHTED 
MEDICINE CABINETS 



































Complete Bennett Bilt 

Fluorescent Lighted 
Medicine Cabinets cost 
less to buy and install 
_ than separate electrical 
>» wall fixtures and cabinets 
of equal quality. These 
cabinets increase the at- 
tractiveness of modern 
rooms by providing a more 
finished, self-contained, 
compact installation. 


Nothing has been over- 
looked for convenience 
and quality. No other 
medicine cabinet has 
all 18 built-inpremium 
features. That's why 
you should specify 
and buy Bennett Bilt 
Fluorescent Lighted 
Medicine Cabinets. 
Ie costs you nothing for 
the fully-illustrated 
complete line catalog 
oe may mean many 
dollars to you. Write 
today 


CANTERBURY 
’. 





THE BENNETT MANUFACTURING CO., ALDEN, N. Y. 


CUSTOM METAL CRAFTSMEN SINCE 1906 


WORKERS 
MACHINES 
AND GOOD 

TROUT 
TREAMS! 


WORKERS: Able, con- 


scientious and cooperative. 
Employers say“... very skill- 
ful, splendid working habits, 
good in quality and quantity 
of production.” 

Duluth’s woman labor mar- 
ket virtually untapped— 1,542 
experienced workers now 
available, many skilled in 


electrical parts production. hse 
SCONE macuines: 


Duluth turns out such nationally-known 
products as: Coolerator refrigerators, Zenith 
washers, Clyde hoisting equipment, Halvor- 
son trees, Western Electric telephone equip- 
ment, U.S. Steel, Atlas cement, Universal 
matches, Klearflax rugs and Diamond tools. 






a+ 9. 
%% 


Tceee AND GOOD 
TROUT STREAMS: Ten within 


the city limits! Good hunting —even deep sea 
fishing at your front door in this sportsman’s 
paradise. Duluth work- 
ers would rather fish 
with the boss than fight 
with him! 












INDUSTRIAL DEPARTMENT 


CHAMBER OF COMMERCE 
DULUTH 3, MINNESOTA 
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DEPARTMENT STORES 





Kirchner Becomes Buyer 
For Three Edwards Units 


Norman Kirchner has been ap- 
pointed buyer of radio, television 
and appliances for the Buffalo, Syra- 
cuse and Rochester stores of E. W 
Edwards & Son. He has been buyer 
for the first two stores and in Roch- 
ester takes over duties held by the 
late Eugene Murphy. John W. Hall 
has been made sales manager of 
appliances and radio at the Buffalo 
store and will serve as assistant to 
Mr. Kirchner. 


Cincinnati Store Appoints 
Pitts Housewares Buyer 


W. H. Pitts, formerly with the 
New York buying offices of the 
Mercantile Stores Group, has joined 
McAlpin’s, Cincinnati as buyer of 
housewares, small electrical appli- 
ances and toys. 


Newhouse Named Manager 
At Pittsfield Store 


Arthur N. Newhouse has been 
named manager of the major appli- 
ance, furniture, lamp and bedding 
departments at England Bros., Pitts- 
field, Mass. He was formerly office 
manager for the firm. 


Cutillo Succeeds Leib 
At Abramson’s, Flushing 


Fred Cutillo has been appointed 
buyer of housewares, major appli- 
ances, china and glass, luggage, toys 
and summer furniture at Abram- 
son's, Flushing, N. Y. He had been 
with Quackenbush Co., Paterson, 
N. J. He sueceeds Sol Leib. 


Victor Ratner to Become 
Macy Vice-President 


Victor M. Ratner became vice- 
president in charge of _ sales 
promotion, public relations and 
advertising for Macy's, New York, 
effective Nov. 1. He had been a 
vice-president of the Columbia 
Broadcasting System since 1947, 


Lost and Found 





FOUND IN SYRACUSE N. Y.: Edwin I. 


(Eddie) Alsberg, radio veteran, perhaps 
best remembered by old-timers from his 
days with S.0.S. Radio Corp., Paterson, 
N. J. LOST BY EDDIE: Contact with 
friends from the “good old days”. They 
can reach him at Dey Bros. & Co., where 
he’s been appliance buyer since 1938. 














in LOW 
PRICE 
TAG 


A price tag that brings in volume 
— quality features that add up 
to real value! That's the profit- 
able King story, creating a 
happy ending in sales for deal- 
ers who know it pays to promote 
the quality refrigerator with 
price appeal! 


King is telling customers about 
this outstanding buy, in a power- 
ful merchandising campaign that 
goes to work right in your com- 
munity. Write for details and 
free mat ads! 


Factory Serviced — 5 Year Warranty 


Powered by the Famous 
Silent TECUMSEH Compressor 





REFRIGERATOR CORPORATION 


7602 Woodhaven Bivd., Glendale, L.I. 


Manufacturers of Quality Refrigerators 
for Nearly 2 Decades 


WORTH ITS WEIGHT IN COLD 
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Resolve Now to Make More Money in 1950 
- - - by Selling 


af 


You Can’t Miss With 
This Great Line! 








No Collection Problems —You Get 
Your Money IMMEDIATELY! 


Here it is on a silver platter—the sure-fire way to hit the jack-pot for record 
profits every month of the year! Get in on this bonanza and get your share 
of the booming profits appliance dealers everywhere are making on fast-selling 
American Kitchens! It’s the sweetest line you ever got hold of—a higher mark- 
up and bigger unit sales than on any other type of major appliance plus spot 
cash right on the line, thanks to FHA! 

American Kitchens are far and wide today’s hottest money-makers, because 
they have more easy-to-see, easy-to-sell advantages than any other kitchen... 
you can sell ’em on easy FHA terms—no money down, 3 to 30 vears to pay .. . and 
they’re backed by the hardest selling advertising campaigns in the history of the 
kitchen industry, plus a socko series of special promotions! 


SEE YOUR AMERICAN KITCHENS DISTRIBUTOR TODAY OR 
WRITE DIRECT FOR DETAILS ON VALUABLE FRANCHISE! 
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7 Big Cabinet Sinks —every 
price range, from $79.95. 
42”, 48", 54” and 66” 
widths. All top quality 














Matching Base Cabinets — 
7 widths, from 15” to 36”. 
All have 2 shelves and easy- 
to-clean rounded drawers 
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Streamlined Wall Cabinets 
—in 18” and 30” heights. 
Note absence of old-fash- 
ioned, dirt-catching handles 


Giant Utility Cabinet — 
Upper section for linens 
Lower section for brooms, 
mops, aprons, etc. 























New-Type Disposer—A 
truly amazing disposer im- 
provement. Can'tjamnorclog 
even if metal is dropped in! 


Deluxe Serv-Cart — Dual- 
purpose serving cart and 
movable work center. Rolls 
under counter when notin use 

















Whisper-Quiet Ventilator — 
Fast seller, easy to install. 
Only type that can be 
mounted over range on in- 
side walls 
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What-Not Shelves — Finish 
off ends of base and wall 
cabinets. Just 2 of 9 top- 
selling American Kitchens 
accessories. 





Yd 


eETCHER 


STYLED tw STEEL 


AMERICAN CENTRAL Aveo CONNERSVILLE, 
DIVISION \ a —— ) INDIANA 
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TO ALL 


DEALERS WHO 
MERCHANDISE 
DISHWASHERS 


* learn how to keep 


oleh ielaalehilame tian ae tal-t 


customers satisfied / 


Get the full story of CHAT, 
the amazing liquid detergent 
that guarantees spotless, fast- 
drying china, silver and glass- 
ware. Dries in less than two 
minutes because it contains 
Dry-A-Pon. You'll never have 
a complaint on any automatic 
dishwasher if you get your 
customers to use CHAT. Exclu- 
sive with appliance dealers, 
it builds up traffic, adds 

to profits. 











ANTARA,,. 
PRODUCTS 


q YENERAL 
AANILINE & FILM 
4 CORPORATION 


*@® 


GENERAL ANILINE & FILM CORP. 
444 Madison Avenue, New York 22, N. Y. 


Send Me Free Copy of : 


"FACTS YOU SHOULD KNOW ABOUT CHAT” 


NAME 











POSITION 





COMPANY 





STREET ADDRESS 





city ZONE STATE 
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LEAGUE ACTIVITIES 





Rocky Mountain League 
Elects New Officers 


W. D. Johnston, Casper, Wyo., 
has been elected president of the 
Rocky Mountain Electrical League. 
Other new officers include J. W. 
Cryder, Englewood, Colo., Sam B. 
Hardin, Denver, M. C. Heffelman, 
Santa Fe, N. M., and H. H. Len- 
hart, Cheyenne, Wyo., all vice-presi- 
dents. C. S. Sterne, Denver, was 
elected treasurer and Harry Adler, 
Denver, named assistant treasurer. 


Indianapolis League Runs 
“Fact” Ad on Television 


The Electric League of Indianap- 
olis in mid-October ran a large 
display ad designed to answer ques- 
tions about television and future 
developments. After discussing re- 
ception, programming, color TV and 
UHF channels, the ad concluded 
that there is “no reason to deny 
your family television any longer”. 


155,000 Attend Chicago's 
TV-Electric Living Show 


Chicago’s second annual National 
Television and Electrical Living 
Show drew 155,000 visitors early in 
October and plans are already 
underway for the 1950 show. It will 
run trom September 29 through 
October 8 and once again will be 
held in the Coliseum. 

Visitors to this year’s show saw 
a wide variety of appliance, radio 
and TV exhibits, a stage show 
headed up by Eddie Cantor, the G-E 
House of Magic presentation and a 
Miss Television contest. 
were 325 exhibits 


There 


Name Zwiener President 
Of San Diego Bureau 


J. F.. Zwiener, president of 
Zweiner Electrical Co., San Diego, 
has been elected president of the 
Bureau of Radio & Electrical Appli- 
ances of San Diego County. Serv- 
ing with him are R. T. Redfield, 
Graybar Electric Co., first vice- 
president; Gordon Dawson, Home 
\ppliance Co., second vice-presi- 
dent; Sam L. Hall, Electric Supplies 
Distributing Co., treasurer. 


Des Moines League Names 
George Hoover as Secretary 


George H. Hoover has been ap 
pointed executive secretary of the 
Electrical League of Des Moines 
according to C. J. Herkes, presi- 
dent. Mr. Hoover was formerly 
promotion manager of the Ne- 
braska-Iowa Electrical Council, 
Omaha. 


New Orleans Association 
Opposes Collectivism 


The executive committee of thi 
Electrical Association of New Or 
leans has adopted a_ resolution 
opposing collectivistic trends in the 
United States. The resolution rec- 
ommends that the International 
Association of Electrical Leagues 
thoroughly study the problem, de- 
termine its policy and put these 
convictions on record. 











Manufacturers 
Representatives 
Wanted... 


Prepare now for next 
season’s business 


Air Equipment Co., manufac- 
turers of the well-known Nite- 
cool* and Koolmaster* attic, 
window and commercial fans 
are seeking sales and distribu- 
tion representation in the fol- 
lowing states; California, Colo- 
rado, Indiana, Iowa, Kansas, 
Kentucky, Minnesota, Nebras- 
ka, North and South Dakota, 
Ohio, Pennsylvania and Ten- 
nessee. 


Air Equipment Co. offers—pro- 
tected franchises — top-grade 
equipment—national advertis- 
ing. Write direct for complete 
information. 


* Reg. Trade-Mark 


AIR EQUIPMENT CO. 


1713 West Carroll Ave., 
Chicago 12, Illinois 
55 years of Experience and 


Progressive Management 
Established 1894 








nerfect CORDination 


CORDS and CORD SETS 


APPROVED BY UNDERWRITERS LABORATORIES 


CORNISH WIRE COMPANY. w 


15 Park Row New York 7, N.Y. 

















Modern Merchandise Displays 
Need LIGHTED MOTION! 


Roto sho 


LECTRIC TURNTABLES 


The ACTION 
Display-Way 
to Boost 
your Sales 





M OvEL "712" ROTO-SHO’S two- 
way, built-in electric outlet, per- 
mits novel, self-contained lighting 
effects by means of sliding contacts, as 
well as operation of electric devices 
while the turntable revolves three 
times a minute—lights turn with table! 
There’s nothing like 712” to revolu- 
tionize your window trim and stop 
passersby dead in their tracks. Sturdy, 
steel construction, guaranteed, it car- 
ries up to 200 lbs. 18” diameter table. 
Allover height just 7”. A.C. only. 





© For winning displays, write TO- 
DAY for full information and our 
complete ROTO-PRODUCTS catalog 


GENERAL DIE AND STAMPING CO. 
Dept. 65, 267 Mott St. © New York 12, N. Y. 
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Want to increase 
Your Business ? 


There’s a Growing Demand 
for these WAHL Products 





New lines mean new business. Appli- 
ance dealers everywhere are 
advantage of the growing demand for 
WAHL products for home use. The 
WAHL line is a “natural” for you— 
low in price it carries a guarantee 
and service policy that instills cus- 
tomer confidence: 





The NEW 1950 SOLID SMALL CLIPPER 
Powerful and full-size, yet light and easy 
to handle. Perfect for home use. Has the 


WAHL 
Silent 
Hair Dryer 






Gives either hot or cold air. Fast 


d thorough ... smooth-running 
and quiet. Cighi—-cony to handle. 
Be sactcananabeane® $9.75 


WAHL “Hande-E” 
Electric Vibrator 


Powerful and pene- 
trating—gives perfect 
massage stroke. Fits 
the hand. Complete 
with four applicators. 

List $6.5 





Siento resale or ter 
ree 

tree = oa 
or one year, i 
WAHL product 

does not give perfect 
satisfaction. 





Dept M40 FOR 
D) INFORMA- 


TION. 
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gts Lxeld 
BAROMETRIC DRAFT CONTROLS 


FOR THE FINEST 


STOVES * RANGES © WATER HEATERS 





LOWEST 
PRICE... 

HIGHEST 

STANDARDS! 


Quality, Appearance 
Styling, Durability 
Gives You The 















TYPE ‘‘M” 


FIELD Type “M” Controls serve you two 
ways: First, as standard equipment on most 
automatic heating equipment, they help as- 
sure greater customer satisfaction through 
precisely accurate contro] of drafts. Second, | 
the Barocheck model offers an opportunity for | 
profitable sales to hand-fired homes, offering 
fuel savings up to 25%, greater safety, longer 
furnace life, more even heat. 


For Water Heaters For Stoves & Ranges 


World's 
Greatest 
Value! 





MOTION DISPLAY for General Electric heating devices. With addition of special 
shelf can be adapted to display of Company's mixer, toaster, waffle iron or sand- 
wich grill. Appliance keeps twisting, turning and gliding around the metallic-blue alumi- 





FIELD RNA-W FIELD RAA num surface without visible assistance. 
6” tee for 6” outlets, 6” and 6-7" tees for 
26 gauge steel 6” and 6-7" outlets. 
throughout. Pre-set For hor:zontal or 


vertical installation. 
eter lighter opening Adjustable to high, 
with cover at top. medium or low . 


FIELD CONTROL DIVISION 


at factory. 2” diam- 





H. D. CONKEY & CO., MENDOTA, ILL. 


AFFILIATES: 

Conco Building Products, Inc. 
Brick - Tile - Stone 
Conco Materials Handling Division 
Cranes - Hoists 

















SS ORDER BY MAIL AND SAVE! SS 
S ° e 
S Eliminates Damages & 
S ° S MODEL STS-30S 
\ and Costly Claims §& 
Ss 
\ NEW HAVEN QUILT & PAD CO. N S 
= S S t a t e 
S PADDED APPLIANCE S ’ 
: S COVERS R. E. NOTH, sales training manager a RM ES WATER HEATERS 
J S for General Electric Receiver Div., at RITTENHOUSE o@ @ 
> S Syracuse, with two of the new pocket- so 
. S REFRIGERATOR sized “Product and Selling Guides”. = poss my 
+ N COVER $] 3.95 Oe Contains facts, figures, pictures of cur- IT CHIMES . . IT TIMES! Low-priced Z 
S Gentes mie rent G. E. Radio and television receivers, combination door chime and electric clock 
S pon nm calendars, prospect listing pages, memo in one unit mounted on counter display 
a N ye oy and identification sheets — bound im card Chime is by Rittenhouse—two notes 
S boxes. Wraps loose-leaf. for front door, one for the rear door. 
S around completely. A Clock is a self-starting Sessions electric. 
ER S > Available for price of chime—list $8.95, 
S WASHING MACHINE plus 95c. Federal Tax. 10 YEAR WARRANTY 
S COVER E Model 
5 very Mode 
S 
S $9.00 “A Type and Size Made For Your 
S ? Every Need . . . Quality Construction 
‘ N fin” aadea weter igen so 
Fast Proof. eight 49”, di- 
une N ameter 31”. . —CUSTOMERS FROM 
.75 . 
NS oe COAST TO COAST 
N GAS AND RANGE SING OUR PRAISES— 
S 
N COVER DISTRIBUTORS: 
WN Write Today — STATE LINE distributor- 
S $] 2.00 ships are available in choice territories. 
S . : The STATE LINE offers exceptional 
S prin Migthonn tm profit possibilities. Lowest Price . . . 
S Fits ones back Full Line . . . Experienced Manufacturer 
ws BR 
» Te NN s 
“te S sth State Stove & Mfg. Co 
ey S eight 42”, - . . 
fect —— NEW SETTING FOR NEW SETS of- ——— 509 25TH AVE., N., NASHVILLE, TENN 
ra SSassss : fered dealers by Philco Corp. Constructed MOE BROTHERS MERCHANDISER for initia: tneeadeaniesti 
TO HAVE quil ene of Twitchell Textilene kraftcord fabric, counter display hold 9 lights. Com- © WATER HEATERS © STOVES 
Low new mr" a Lege ‘ New the lightweight panels can be set up pletely wired, plugs into any outlet. Dealer 
92-84 Franklin quickly, making island displays or a com- pays $66 for 30 individually packaged © ELECTRIC RANGES © GAS RANGES 
— plete wall. light fixtures, receives the display free. 
ING 
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Padheals 


FOR MORE SALES — FOR MORE PROFITS 


Scans 





Tough jobs MADE EASY 
WITH THE NEW . 
YEATS APPLIANCE DOLLY 


You'll have no worries about second story de- 
liveries when you use the dolly with the Step 
Glide. Climb those steps with less effort, in less 
time, and with more safety. The 56” tall alumi- 
num frame has curved cross members for round appliances, straight 
slide on back for quick, easy loading, and a felt padded front. 
YEATS IS THE ONLY DOLLY WITH PATENTED STRAP ae 
i Write for full information. 


YEATS APPLIANCE DOLLY SALES CO. | 
2525 W. Kilbourn Ave. Milwaukee 3, Wis.! 






WASHING MACHINE PARTS 
ALL MAKES 
PROMPT SHIPMENTS 


DISTRIBUTORS—Goodrich Wringer Rolls 
Gates Belts 
T-K Range Parts 






Electrical Appliance Parts 


811 9th St., N.W. Washington 1, D. ¢. 














Most compicte line of ap- 
pliance carrying equipment. 
Magnesium and steel trucks, 
ball bearing caterpillar 
trucks, pneumatic wheel 
trucks, dollies and rubber- 
ized carry-all handles. For 
proper appliance carrying 
equipment— 


WRITE FOR CATALOGUE 


KEEN MFG. CO., 505 DOGWOOD, HARLINGEN, TEXAS 








WITH THIS “ &-Z-SiYD 
SERVICE KIT”... 

CONTAINS 1/2 SLYDS -6RT«& 
GMT -FOR ALL KINDS OF BASES! 
IN HEAVY FABRIC BAG WITH 
DRAW STRING TOP « SAVES TIME 
€& DOLLARS IN DAMAGED FLOORS. 

£ B45 « CHECK WITH ORDER 
PLEASE OR SEND FOR FREE CIRCULAR. 


NEAL PRODUCTS CO.* MARLBORO 18. MAS: 


















WASHING MACHINE PARTS 


“For any and all makes” 


Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 
191 W. 7th St. St. Paul 2, Minn. 


FRANTZ 


MANUFACTURERS OF 


WASHING MACHINE PARTS 


3650 EAST 93rd ST. « CLEVELAND 5, O 





Our 462-page , 
FREE Catalog pa FREE 
Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 
Quality, Service, Low Prices 


MIDWEST APPLIANCE PARTS CO. 
3645-51 W. Fullerton Ave. Chicago 47, IIinols 





LOVELL WRINGER ROLLS | 
IRONER PADS AND COVERS 
ALL SIZES FOR ALL MAKES 
Leaner —~ AND IRONER PARTS 

erobell - Conlon - Easy 
Horton - oa Queen - 1900 Thor Etc. 


OHIO WASHER COMPANY 
1223 Superior Ave. Cleveland 14, Ohio 














100,000 Washer Parts in Stock 


Get your name on our list for the free service 
journal Hints on sales and repairs. Send, foe pr 
ujne Speed Queen parts catalogue. It’s 


POWER EQUIPMENT CO. 


WHOLESALE DISTRIBUTORS 





2373 S$. RIMMICKINAIC AVE 


MILWAUREE 7. Ww 





PERMANENT REPAIRS 


Sth, Sostty 8 Made 
appliances and ind ax uses, 


Time Tested-Successful-Economical 
Write for Catalog 


MEND-IT SLEEVE “co* 


5606 Taft Ave., Oakiand 18, Calif. 





focect breton ends 


tiont, with plyers. 











REPLACEMENT VAC BAGS 

Textile Specialties for Electrical Appliances 
VAC BAGS—Full size, finest fabrics, reinforced, 
expertly tailored and anaes ELE! 
MANGLE PADS AND VERS — IRONING 
BOARD PADS AND COVERS -W. ASHING MA 
CHINE COVERS. 

5 gg ha SPECIALTY CO. 
3442 W. 54th St. Cleveland, Ohio 








PRINTED CELLOPHANE 


Colorful - Self Adhesive - Cellophane. processed 
in Rolls. Easy to buy - Easy to apply - used for 
Packaging - Point of Sale advertising - Parts mark- 
ing and Aircraft Wire terminal identification. 


YORK, PA. 


TOPFLIGHT TAPE 








SWITCHES & ELECTRIC 
HEATING UNITS 
FOR ANY MAKE RANGE 


F. N. CUTHBERT, INC. 
Distributor 
2909 Detroit Ave., Toledo 10, Ohio 


MOVING & WAREHOUSE SUPPLIES 
Send or phone today for free illustrated catalog 
featuring Furniture, Van Pads, Padded Appliance 
Covers, Refrigerator Trucks, Dolly Trucks, Carrying 
Straps, Furniture and Porcelain Repair Kits, etc. 
SPECIAL PRICES. 
ELKAY PRODUCTS CO. 

323- af West 16th St., new York 11, N. Y. 
Dept. Phone WAtkins 9-1148 














HEATING ELEMENTS 
Traffic Appliance repair shops, write for list of stock 
items. EXACT FIT and wattage for several stand. 
ard makes of flatirons. 

Parts Jobbers and Agents inquiries welcome. 


H. & H. ELECTRIC MFG. CO. 





1424 Ala. Ave. Bessemer, Ala. 








This 
MERCHANDIZING SUPPLEMENT 


an adjunct to other advert: astns te tite tome 
ube thee edditional’ ans announcements of prod- 

Gotp and covetens of cuastes Snterest te Oe om 
of electrical appliances and in 
erchandising opportunities. 











0 ee oe 


EUSA ES: $1.20 a line, minimum 4 
lines. To figure advance payment count 5 
average words as a line 


RATES: BOX NUMBER 


as one additional line, 


S—Care of publication New 
York, Chicago or San Francisco Offices count 


DISPLAYED: INDIVIDUAL SPACES with 
border rules for prominent display of adver- 
tisements, 


SECTION 





AN ADVERTISING INCH Is measured %” 
vertically on a column—4 columns—48 inches 














SAN FRANCISCO: 68 Post St. (4) 


We eter. &@ unique, confidential & discreet service 


. to a page. Copy for new advertisements re- 
INDIVIDUAL EM? LOY MENT WANTED un- The advertising rate is $10.25 per inch for all at aia sn ; * é 
displayed advertising rate is one-half of above DISCOUNT OF 10% if full payment is made in advertising appearing on other than a contract ceived by December 12th will appear in the 
ate, payable in advances advance for 4 consecutive insertions. basis. Contract rates quoted on request. January issue, subject to space limitations. 
REPLIES (Bor No.): Address to office nearest you WANTED EXECUTIVES _ 
NEW YORK: 330 W. 42nd St. (18) MANUFACTURERS AGENT . Interested in Changing Positions 
CHICAGO: 520 N. Michigan Ave. (11) Factory Representative Make use of our continuous nationwide contacts. 


desires additional line to sell leading 
Electrical distributors in Middle West 
and Eastern States. At present time 
SELLING OPPORTUNITY OFFERED have a fast moving traffic appliance 
a : : item which has been accepted by out- 
iit standing distributors, including chain 











MANUFACTURER OF 


Appliances well 


To contact jobbers and distribu- 
tors in the appliance herdware 
and houseware fields for revolu- 
tionary new type portable radiant 


to —— desiring to contact employers. Write 


for di 
Mutual Positions Plan a 
55 William Street New York 5, 
(A Mutual. Non-Profit Membe vehi As 3F By 

















established with the trade has openings for | | houses, Through our distributors, we electric heater. ATTENTION! 
sever a seaneracture rs Representatives —_ have placed the line with leading de- APPLIANCE MANUFACTURERS 
successful sales record at experience calling “ o Po 
i Miciinal and imeekwave dashes,  Wete partment stores in New York, Chicago State territorial coverage, person- ji Mann llgh mJ oon. 
fully concerning past experience. All replies | | and in practically all large cities. nel, and other products handled. appliances, etc... . . et us hear from 
trical Merchandising ; ey Kk —_ , 9 7 ; . ; you. 
RA-1367, Electrical Merchandising RW-1442, Electrical Merchandising 
- SP 3 Penne Noli Metropolitan Television Service Company 
520 N. Michigan Ave., Chicago 11, Il. 68 Post St., San Francisco 4, Calif. 1505 Summit Avenue Union City, New Jersey 
SELLING OPPORTUNITIES WANTED 
LN ALERT, aggressive Ene SaAEReD, with MANUFACTURER'S AGENT MANUFACTURERS 
ar, is interested in handling 1 good line in =o TI HI 
“rn New Jersey and Rockland County, f me | i - rh os ~ sssarlon eon’ REPRESENTATIVE 
Te for A) rant oroug urer 0 ng s 
ay Yor _. gh ties “i ae ugh, s - 143 iy men to secure wholesale distributors in open terri- WANTED 1S 
Electrical Merchandising. — tory 


Men who now represent two or three other manu- 
— facturers of appliances, furniture, stoves, etc., 
SALES ORGANIZATION—calling on Depart- are preferred. Write: 

ment stores—Houseware jobbers and s lec 
trical Jobbers—s —100 overage in 
following territory 


SW -1237, Electrical Merchandising 


ks line- 520 N. Michigan Ave., Chicago 11, Ill. 








Upper New York, Penna., 
Maryland, Washington, D. C., and Virginia — 
RA-1335, Electrical Merchandising 


MANUFACTURERS SALES REPRESENTATIVES 
Nationally advertised fan line available to 


MANUFACTURERS’ 











for the new 1950 International window 
ventilating fan 
© exclusive patented spring-suspended 
motor 
beautiful cabinet model 
20 inch blades 
2 speed motor 
lists under $50.000. 
An excellent opportunity for representa- 
tive calling on wholesalers and dealers. 
Liberal commissions. Write today—give 
full details. 
International Oil Burner Co. 
3800 Park Ave St. Louis, Mo. 
Permanent Display 
512A Furniture Mart 


Chicago, Ill. 








Opportunity Advertising 
—to help you get what you want. 
—to help you sell what you no 


Take Advantage Of It 
For Every Business Want 
“THINK SEARCHLIGHT First” 











AGENT assisted by two aggressive sales representative in a few terri- 
detail men, now representing well-known tories. Competitive line of small fans and 

nationally advertised appliance, covering New ventilators for hardware, electrical and house- 

York, New Jersey, Pennsylvania, Delaware, ware distributors and promotional department 

Maryland, Virginia, and West Virginia, de- | store sales. 

sires to represent additional manufacturer in | RW 1331, Electrical Morchentng 

he major or traffic applian fleld Write 330 W. 42nd St., New York 18 y 

ntA-1307, Electrical Merc! | 
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Victory did not end the paper shortage. 
Need for waste paper is as great as 


ever. 


Why? Because supplies must still be 


shipped in paper to our occupation 





For the 
these take double and 


triple wrapping to withstand long sea 


forces and liberated countries. 


Pacific area 


voyages and tropical climates. 


Meanwhile, demand for domestic pack- 
cging paper comes from scores of re- 
converted industries. Jobs and ship- 
ments of new goods depend on paper, 
the essential protection of almost every- 


thing made in our factories. 


That's why you should designate one 
Collect 
all your waste paper there before you 


place as your Salvage Corner. 
bundle and turn it in. If you're in 
doubt about how to get it packaged up, 
call your local newspaper or Salvage 


Committee. 











| izing reinforcements on 


| 

















Al R-FLO AUTOMATIC 


CEILING SHUTTER 





TOP VIEW-- OPEN - - LESS MOULDING 


FOR ATTIC FANS 


Built so they can be installed practically 
flush with the ceiling, AIR-FLO Ceiling 
Shutters present a refined, finished ap- 
pearance. Their natural aluminum color 
blends with any decoration, eliminating 
need for painting and no grille or winter 
cover is required. Furnished in 5 differ- 
ent widths, single panel up to 73” long. 
No operating mechanism shows. Built-in 
fusible link. Meets fire underwriters’ re- 
quirements. Write for illustrated catalog 
43A of the complete AIR-FLO line. 








VIEW FROM BELOW -- CLOSED 
(*ith mov! nq) 


AIR CONDITIONING 


PRODUCT CO. 
2340 West Lafayette Blvd. 








ADJUSTABLE COVER 
FITS EVERY HOME REFRIGERATOR 


One FLAP-WRAP 
Cover protects all sizes 
and makes. Ample Top 
Flap and full Wrap 
Around sides com- 
pletely cover refrigera- 
tor—no gap anywhere. 
Top edges get double- 
layer protection. 2” 
Cotton cushion pad- 
ding sandwiched be- 
tween heavy drill. 
Quilted in 4” squares 
so padding can’t shift. 
FLAP-WRAP model A, 
shown here, has equal- 








all strap ends. Durable 





throughout. 
2 Carrying Slings with every FLAP- 
WRAP Cover. Also your name sten- 


cilled on covers, gratis. 
t— 


(DEN FLAP-WRAP model B is same style, 
with Burlap-Kersey filling, 8 oz. Twill, mole- 
skin lining and encircling straps. 


Price, each, $1 §.50 
——fy 


DUTRO TRUCK 
Welded tubular construc- 
tion. Weighs only 30 Ibs. 
5 ft. high, 2 ft. wide. Rub- 
ber tired aluminum wheels. 
Load is cushioned against 
rubber tubing. Hand holds 
where you need them. 
Stands upright when not 
in use. Channel iron-skids 
reduce wear. Model 602 
is shown. 





$34.50 


COMPLETE WITH 
BUMPER & STRAP 


py 


Model 703 differs by having a 
ratchet lever for cinching th 


NOW _ in 0 
1950 Trade 









ONLY IN THE OFFICIAL 
1950 


Every salesman needs one for 
trouble-free, profitable trade- 
ins 





Still $5. COMPLETE— 
6 to 25 copies AUTHORITATIVE 
$4 each. Latest prices on 7,500 appli- 
ances of 65 manufacturers. 


NARDA Guide Co. 
20 North Carroll St. 
Madison 3, Wisconsin 


Rush me —— copies of the 
1950 5-in-1 NARDA Trade-in Guide. 








Detroit 16, Michigan 
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Grass Roots Cooperation 


HIS little piece is in the nature of a tribute to a 
relatively small group of men in the electrical 
industry of whom it might well be said that “never 
have so many owed so much to so few.” They are the 
managers of their respective electrical leagues or asso- 
ciations in various cities throughout the country. Meet- 
ing for their annual conference in Cleveland recently, 
one of their number asserted that the electrical leagues 
represented some 17,000 individual businesses within 
the industry—an astonishing and impressive number 
if one tries to think of some other group with anything 
like that representation. All of which gives rise to the 
ht : Why has the league movement, with its obvious 
p the entire industry, never been given sufficient 

on? 


a by = 


knows we have been paying lip-service to the 
idea OF cooperation or interdependence for more years 
than this writer cares to remember. We have achieved 
some small measure of it, too. At least, today, there 
exists a tacit understanding that the five major branches 
of the electrical industry have mutual interests; that 
those things that affect one, affect the whole. Speech 
after speech, meeting after meeting, have echoed and 
re-echoed the familiar theme. Utility men thunder it at 
their EEI sessions; manufacturers at N.E.M.A. meet- 
ings; wholesalers at their annual convention; contrac- 
tors at NECA conclaves and, lately, dealers at gather- 
ings of NARDA. The need is apparent, the benefits 
obvious, yet the one group in the country which can 
and is doing more to promote cooperation and inter- 
dependence at the local level in the electrical industry 
—the leagues—seem to have been overlooked. Here are 
the real grass roots where movements start or perish; 
here are Joe and Al and Bill and Harry who eat lunch 
and play golf together and sit down daily to talk over 
their mutual problems. Here, in a word, is the one focal 
point in the community for the promotion of industry 
programs and the harmonizing of divergent views of 
inter-industry groups. 


There are fifty-one electrical leagues or associations 
affiliated with the International Association of Electrical 
Leagues, and it is estimated that there are about ninety 
leagues in all scattered across the country. Many of 
these, of course, are small groups organized more for 
social activities than for planned industry cooperative 
effort. But the nucleus is there ; all that is required is the 
interest and support of the electrical utility company in 
the community to transform them into vigorous move- 
ments for the promotion of the electrical way of living. 
Without this vital utility support, there are financial 
obstacles to both the formation and operation of a 
functioning league. But the examples many communities 
have set should be an inspiration and a stimulus to power 
companies faced with problems in adequate wiring, in 
load-building and in inter-industry relations. 


One has only to point to the outstanding records 
achieved by leagues, spark-plugged by alert and capable 
managers, in a dozen important centers: Jack North’s 
25-year record in Cleveland; Bill Hill’s work at the 
Institute in Washington ; John Morrison’s job in Phila- 
delphia; Clark Chamberlain’s pace-setting promotions 
in San Diego; Carl Christine’s efforts in St. Louis; 
Al Kessler’s far-flung operation with the north 
central group in Minneapolis; Vic Hartley’s tire- 
less campaigning for the industry on the Pacific 
Coast; Ralph Hubbard’s well-integrated promotions in 
the Rocky Mountain area; Bob Wilkinson’s creative 
leadership of industry elements in the Inland Empire 
area and others too numerous to mention. 


These men and their staffs have worked patiently and 
energetically to promote the welfare of the electrical 
industry in their communities. They have not achieved 
their results by making speeches, but by hard, creative 
sales and missionary work in the field. They, and the 
leagues and associations they represent, form the only 
true cooperative bodies within the electrical industry. 
May their tribe increase ... 


Qurtuice Are, ~7 


EpDITOR 
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A PAIR OF “SOCKS” FOR YOUR HOLIDAY SALES TALK 
to help you sell more Lovell-equipped washers 


Here’s a couple of “socks” you can’t wear out do) the sale is more than half made. But if you 
with use—(1) Lovell’s performatice story —and 
(2) Lovell’s quality story! When prospects see 
what a Lovell does (that no other wringer can 


want to really sew it up, you've got a strong 
yarn in Lovell’s quality construction that 
assures longer life and trouble-free performance. 

















TWO EXCLUSIVE FEATURES 
NO OTHER WRINGER HAS: 











POWER ELECTRIC ROLLS! Three lami 


nated layers of natural rubber give 





exactly right cleansing pow 
come loose from shafts. $ 
are blued-steel. 










PULL AND IT STOPS! A slight, 
instinctive pull stops the new 





Lovell “77's” rolls instantly. 









HARDWOOD BEARINGS! Never yecd” 
oiling. Won’t rust, can’t stain clothes! | 
Will outwear any other kind of bear- 
ing in presence of water. 






PUSH AND IT SWINGS! Move 
the Lovell “77” to the next 
operating position with just 














a gentle push on the frame. 






BALANCED 


¥ leaf sprin 
a sure even 
justabl 


woolens. 


1 Single- 







ites pres- 
along rolls. Ad- 


linens, cottons, 


PLUS ALL THESE OTHER 
FEATURES, TOO: 





















GENTLE! Resilient cushion 
rolls can’t break buttons 
"2. ° . 
or jam zippers. 


-%)\ 
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ALL-STEEL FRAME! Ii-type 
construction gives longer |f 


life. Prevents twisting or 
g 





breaking. 







FAST! Speedy action means ——— 
a shorter washday. First load —Y 
rinses while the second’s in ~—— LY 
the tub. 








| PRESSURE 
CLEANSING 
WRINGER 


Lovell Mfg. Co., Erie, Pa. 
















DOES HEAVY LIFTING! Conveyor 
action lifts 90° of the weight. 
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w itinnnin 


GETS CLOTHES CLEANER! Lovell 
rolls pressure cleanse—gently 
force out dirt that might other- 


Wise remain in fabrics. 


PRESSURE RELEASE 








SINGER-TYPE WASHERS ARE YOUR BREAD 


‘0 BUTTER—THE BEST ARE LOVELL EQUIPPED 














